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Courtesy Discounts 


HE practice of allowing wholesale prices 
‘i to consumers has been discussed for years 
with much heat. Now there is some light on the 
subject. And the situation revealed is as bad, 
or worse, than has been generally thought. 
The light comes from the five tables on this 
page. They are taken by permission from an 
article, “When Consumers Buy at ‘Whole- 
sale,” in the Spring 1939 number of the 
Harvard Business Review. 

The article is by Gerald B. Tallman, in- 
structor of marketing, Department of Busi- 
ness and Engineering Administration, Massa- 
chusetts Institute of Technology. It is the 
result of a study carried on by the author 
during the past year and a half to secure a 
view of the variety of these practices, to ob- 
tain some measure of their extent. 

Personal interviews were had with more 
than a thousand consumers living in and 


BUYERS’ INCOMES 


Discount Purchases Classified by Rental Value of 
Informants’ Homes; Based on Personal Consumer 
Interviews in the Metropolitan Boston Area. 


Percentage of 
Families Who 


Report Their 
Val oy Average for 
Eight Individual 
Rental viewed Items* 
Total 837 17.79 
around metropolitan Boston and with business to 
$100 and over 76 29.4 
men in lines of trades affected by these prac- 99—71 80 270 
tices, as well as mail surveys among Massa- 70—56 % 23.9 
chusetts Institute of Technology graduates, 55—41 121 17.3 
trade associations executives, and New Eng- 40—26 271 13.9 
25—l6 179 6.9 
land purchasing agents. 
15 and under 14 6.2 
The findings are in the main based on re- 
*The eight items are mechanical refrigerators, washing 
ports by consumers of their own buying ex- machines, vacuum cleaners, radios, tires, watches, orig- 


periences. Outstanding to electrical men is inal furniture, and recently purchased furniture. 


the degree to which electrical appliances domi- 
nate this picture. Also, something revealing 
to our trade is the degree to which discounts 
are allowed by retail outlets. The wholesaler 
is not alone to blame. ’ 

One thing to keep in mind is that this is a BUYERS OCCUPATIONS 
metropolitan study. In smaller cities and towns 
these figures would probably not apply. Pages 


of comment could be written on the subject, Percentage of Families Owning Specitic Items 
but the whole story—and what a story—is in Who Report Their Purchases os Having Been at 


Occupational Group 


_ AMOUNT of BUSINESS 


Percentage 

No. of Reporting 
Families Purchases 
Reporting as ata 


Item Purchases Discount 
Part |—Six items reported in 1,016 consumer 
interviews 

Mechanical Refrigerators 530 20.9%, 
Washing Machines _.... 425 18.3 
Vacuum Cleaners 703 15.8 
Radios 927 20.1 
Tires 487 32.8 
Watches 742 12.9 


Part Il — Twenty-two items reported in 390 con- 
sumer interviews 


Furniture: Original Pur- 


chase* 377 12.2% 
Furniture: Most Recent 

Purchase 379 13.2 
Automobiles 331 1.8 
Auto Heaters 179 17.8 
Auto Radios 110 15.4 
Auto Oil and Gas 228 9.2 
Anti-Freeze 225 6.2 
Auto Parts 191 8.9 
Food Mixers 65 49.2 
Electric Toasters 156 275 
Electric Roasters 7 71.4 
Electric Floor Lamps 313 8.8 
Other Elec. Appliances 329 17.3 
Stoves 220 10.4 
Sporting Goods 117 25.6 
Clocks 300 9.3 
Silverware 281 74 
Other Jewelry 368 5.1 
Builders’ Supplies 153 28.7 
Coal and Fuel 377 2.9 
Clothes 383 7.3 
Services 377 0.5 


* On going into housekeeping. 


the tables. a Discount—Average for Eight Individual Items* 
Total 1,016 Interviews 16.9%, 
Retail Store Employees 26.0 | 
Retail Proprietor: 26.3 | 
’ prietors 
BUYERS CONNECTIONS Industrial Executives 30.3 | 
Salesmen and Marketing Executives 22.3 | 
To Secure Individual Discount Purchases Public Utilities 20.2 
; Wholesale Proprietors 18.2 
1016 Interviews Financial, Accounting, and Insurance 20.9 
Total Number of Connections Construction 15.6 
1,772 Factory Workers (skilled and foremen) 16.8 
Teachers and Other Professional People 20.1 
Types as Percentages of the Total Governmental Employees 10.5 
100%, Transportation and Service 8.1 | 
Type of Connection Used Laborers (not in factories) 8.8 | 
ot Given . 


Item regularly stocked t 7.0 
Item not regularly stocked }************ 2 * The eight items are mechanical refrigerators, washing 
machines, vacuum cleaners, radios, tires, watches, orig- 


Employee inal furniture, and recently purchased furniture. 
Of unrelated company ........0e+0005> 12.4 

Business Connection 
Reciprocity 
Related product —..... 
Aaqusiatenssdilp WHO THE SELLERS ARE* | 

Friend 
Mas conncetions Regular retailers 36.1% | 
Employee of seller Cut price retailers 34 

comp 
Seller Sorenel Friend Buying brokers 0.3 

Relative Total retail 43.6%, 
Employee of seller 
of Regular wholesalers 39.9%, 

company eee er eee Semi-jobbers 3.0 
Seller a Relative Distributors 8.6 
Manufacturers 49 

None Required 2.8 Total wholesale 56.4%, 

5.6 

*Based on 556 consumer interviews. 
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& This is a truth every dealer will acknowledge. His 
business depends on customers. The merchandise 
can be right, the prices right, but unless there are 
customers to buy, the picture just isn't complete. 

Maytag's steady barrage of advertising .. . the 


greatest by far in the washer industry today, gives 


» 


you customers. Maytag’s sales messages go out every 
month through leading women’s magazines, prom- 
inent farm magazines, daily newspapers and popular 
radio stations everywhere. Maytag’'s effective sales 


promotion and salesman-training service for dealers 


are additional customer-building helps for you. 


MAYTAG’S THE MONEY MAKER..MAYTAG’S THE}) 


= 


ut every 
prom- 
popular 
ve sales 


dealers 


crisp in the cold humid air, retain- 
ing their original vitamins—keep- 
ing moist and garden fresh with no 
discoloration for days longer than 
ever before. Leafy vegetables are 
preserved without wilting or 
shrinkage in the drawer-type super- 
moist crisper. 

Cooked foods are held at their 
appetizing peak for incredibly long 
time. The moist cold is the secret. 
The air in the humid cold chamber 
circulates constantly over the WET 
coils, providing the kind of air con- 
ditioning food preservation must 
have to produce maximum results. 


This high humidity is accomplished 
by the use of a special radiator-like 
chilling unit which does not frost like 
the conventional type evaporator. 


This new development 
accomplished without adding 
one moving part 


This outstanding advancement has 
been accomplished without adding 
one single moving part to the Shel- 
vador refrigerator. These new re- 
frigerators are efficiently and care- 
fully manufactured in the new 
Crosley factory—probably the finest 


TMENT 


FREEZORCOLD 
FEATURE 


ONLY 


» TO $20.00 MORE THAN 
COMPARABLE REGULAR 


AND DELUXE SHELVADORS 


plant of its kind in the world. A 
background of long experience, un- 
surpassable engineering talent and 
skilled craftsmanship produce qual- 
ity in every part that goes to make 
each guaranteed Crosley refrigerator. 


ratures 


This new FREEZORCOLD 
PLUS the SHELVADOR 
is refrigeration’s greatest sales 
possibility today 


You may think the Shelvador an 
old story—but if you stand in the 
Crosley exhibit at the New York 
World's Fair and see the thousands 
of women examine, study and en- 
thuse over the Shelvador which to 
them is new, your enthusiasm will 
be revitalized and you will realize 
that the Shelvador still has a great 
and fertile market. 


FREEZORCOLD SHELVADORS 
4 Models 

6 ft. Regular 714 ft. Regular 

6 ft. Deluxe 714 ft. Deluxe 


THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., President 


Home of WLW—*‘the Nation’s Station”’—70 on your dial 


CINCINNATI 


See the Crosley Building at the New York World’s Fair 


ELECTRICAL MERCHANDISING—MAY, 1939 


PAGE 5 


| 
| UPPER COMPAR / 
| KEEPS. THEM FULL | 
« “% 
4 


Viility unites coal men, dealers and 


financing for drive to promote stoker 


sales—meets Gas Furnace competition 


A practical stoker man, Carl Jennings, was 

hired by K. C. Power & Light to answer all 

questions, train men, crack tough nuts, keep 

the ball rolling on the first cooperative 
coal stoker campaign. 


REAT is Minnesota, but puny 
was its football team one sod- 
den day in November, 1910. 


Downtrodden all season, the spectators 
lolled indifferently in the scantily filled 
stands, 

Came the kickoff. Look! Those 
Minnesota boys were lining up pe- 
culiarly for their first play. Every- 
body was back of the line except the 
center. There floated out the now 
familiar “hike, hike’ command, and 
the miracle happened. The Minnesota 
shift was born, most deadly weapon 
of the future football teams of Rocknes 
and Pop Warners. 

Leaping forward, a majority of the 
linemen rushed—not to their familiar 
places, but to one, unpredictable side 
of the line. A tiny pause, and they 
charged. This sudden shift, too quick 
for the opposition to follow, gave 
Minnesota five men to protect the ball 
carrier, who easily brushed aside the 
two defense players in the zone of 
action. 

A poor team won an overwhelming 
victory that day. Sporting writers 
came away convinced that Doc Wil- 
liams had invented a play which never 
could be stopped. 

Electrical Merchandising parades 
out this chapter of athletic history be- 
cause it is highly significant. For in 
merchandising, too, there arise plays 
which apparently cannot be stopped. 
Today the major appliance salesman 
feels glum about gas furnace competi- 
tion. Let a gas furnace salesman get 
hold of a prospect with his heating 
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A war chest of $15,000 for advertising, col- 

lected by Kansas City coal dealers, started 

the ball rolling. Knowing that stokers re- 

quired specialty salesmen, the next step was 

to get a hook-up. This is A. R. Stock of 
Sinclair Coal. 


story, and bang! bang! bang! over he 
goes mopping up in many cases not 
only the heating, but water heating, 
cooking and refrigeration load as well. 
History makes happy reading when 
it reveals that a simple arrangement 
of men stopped the Minnesota shift 
perfectly. And down at Kansas City 
it looks as if there is being born a 
way to provide more effective compe- 
tition to gas furnace selling. 

True, it must be admitted, the do- 
mestic gas furnace salesman has a 
particularly attractive story to tell the 
damn-the-cost, well-to-do prospect, 
who had no desire to shake hands with 
a scoop shovel. According to Gas 
Appliance Merchandising this has 
been the formidable picture that the 
domestic gas furnace has created for 
itself within the span of ten years. 


ANNUAL 
DOMESTIC DOMESTIC 
GAS FURNACE GAS FURNACES 
SALES IN USE 

1986.... 90,000 825,000 
100,000 735,000 
70,000 634,000 
68,000 560,000 
39,000 498,000 
51,000 459,000 
118,000 408,000 
102,000 290,000 
36,000 188,000 
ae 30,000 148,000 


Rip and snort all you want to but 
that is a rather tidy job of merchan- 
dising, and these gas furnaces weren't 
tossed out either after the first month’s 
bills came in as some stoker salesmen 
would have you believe. 

Probably if the stoker load were all 


Under the aegis of the utility, the future of the stoker becomes many degrees brighter. 
Visitors from far and near called to study the Kansas City Power & Light Co. plan. 


A stoker show was one way the utility chose to unite its fifty salesmen and the city's 


— 
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gun 


hundred or more dealers behind this appliance. 
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Plan 


at was at stake, not an electric utility 


would have stirred. But when the gas 


illows used their entering wedge to 
wit over a slap-biff-bing play and 
grab a couple of items to which the 
Jectric men felt they had considera- 
jon, the picture began to look differ- 
ent. 

Down in Kansas City, which is 
Jose to the base of those fingers of 
as lines that the late Samuel Insull 
gread palmwise over the country, 
mergetic Joe F. Porter, Jr., on the 
Kansas City Power & Light Company 
sot the glimmering of an idea. Mind 
you, this story doesn’t pretend to re- 
veal the Porter thinking. This is a 
sresentation of how it all looks from 
.n outside keyhole, the gist of talk 
with dozens of people. 

But, apparently, Joe F. Porter, Jr. 
fid hear the coal dealers hollering, 
The Red Coats are coming!” as they 
fanced up and down and watched the 
anks of the retail coal customers 
melting away. Stoker firms were not 
fering much consolation, wrapped 
up in their own little cut price war 
which short circuited chances of mis- 
sionary work. 

It was undoubtedly obvious too, to 
Joe F. Porter, Jr. that the stoker 
ffered the defense against the lily 
minting gas furnace salesman. New 
hopperless models did away with 
shoveling. The heat was just as 
pleasant, even as automatic as the gas 
iurnace offered. Furthermore, the coal 
stoker had an economy heating story 
that gas lacked. Here was the heel of 
Achilles on Mr. Domestic Gas Fur- 
nace Salesman. 

However, Kansas City was different 


a than most places. It didn’t have a 
oii coal dealers association that took its 
licking lying down. Men like A. R. 

Stock, sales manager of the Sinclair 

Coal Company, and others decided 

| the city's that a fund should be raised for ad- 


vertising the virtues of automatic coal 
heat. Some $15,000 was immediately 
HE Forthcoming for the kitty. 

Obviously, the man to sell stokers 
was the specialty salesman. Accus- 
tomed to painting a vision in the brain 
of man, these sturdy fellows could put 
the stoker over with ease if they were 
rounded up for the task. 

The trouble lay in the electrical 
dealer’s set up. Often a wire man 
himself, the electrical end of the in- 
stallation held no terror for him. Try 
as he could, however, the bricklaying 
and heating end of the business found 
him always a stranger. Being routed 
out at night to take care of service, 
too, rubbed the electrical dealer the 
Wrong way. 

The Kansas City Power & Light 
Company proposed a simple plan. It 
would button up all this talent. 

(1) Six standard accepted makes 
of stokers were chosen which were 


3 


priced at a level that could afford a 
decent dealer profit. Five dollars 
down, easy terms, were the lure. They 
were Butler, Stokol, Link-Belt, Com- 
bustioneer, Delco and Winkler. 

(2) Distributors of these six brands 
agreed to take care of all installations 
and servicing. Thus the dealer was 
freed from his bricklaying, often given 
a shot at some wiring work. 

(3) All dealer paper, and paper sold 
by the Kansas City Power & Light 
Company was to be collected with the 
utility’s electric bills, and rediscounted 
with the First Bank Credit Corp. on 
a 36-months basis. There was to be a 
six months recourse on the dealer. 

(4) Each dealer had to be a mem- 
ber of the Electric Association of 
Kansas City, paying dues at $12 a 
year. Note that: the financing plan 
and the Association membership acted 
to prevent any dealer from jumping 
in and short-circuiting the market 
with a gyp or cut price merchandise. 

The Kansas City Power & Light 
Company displayed the stokers, put on 
a show, put its 50 salesmen behind 
them, and went to work with a bang 
on the job of making the city see the 
stoker economy story. Bursts of 
stoker and coal dealer advertising 
made a greater imprint on the public 
than small time individual space would 


ELECTRICAL MERCHANDISING—MAY, 1939 


4 


£ 


Publicity in great splashes, from coal deal- 
ers, the association, and appliances houses 


have accomplished in the time. 

(5) Carl Jennings, a veteran stoker 
salesman from Newton, Kansas, was 
hired by the utility to handle its stoker 
sales, answer questions, train men. 

(6) Work was planned on new 
home builders to persuade them to 
pause and contemplate the beauty of 
automatic coal heat in their dream 
homes. Speculative builders, it is un- 
derstood, are being allowed some $50 
worth of advertising on each home 
equipped with a stoker. This is to 
meet similar competition of the gas 
company. 

Experts eyeing the Kansas City 
scene realize that old homes, a ma- 
jority of course, are naturally down 
the alley of the stoker. Without insu- 
lation, they are pretty expensive things 
to heat. 

(7) Profit for doing the job on 
stokers is to be 30 per cent of the 
installed price as sales commission, for 
both utility and dealers. Neither car- 
ries stock outside of display units. 
Where electrical dealers are dealer 
distributors, they have their own spe- 
cial setup. 

(8) All retail list prices of the six 
stokers on the approved list are being 
marked up $40 to cover delivery and 
installation. Thus one price, $5 down, 
small monthly payments over three 


sprung the economy story. All ads empha- 
size the $5 down payment. 


years on the electric bill are expected 
to make things merry down there in 
Missouri this autumn. Although less 
than 8 per cent of last year’s stoker 
sales were bin feed, nevertheless the 
washed and waxed feature of present 
day coal—and freedom from tramp 
iron—is expected to increase the 
popularity of this type of service. 

(9) All stokers sold be 
equipped with the following control: 
(1) thermostat; (2) limit control 
(lower water cutoff with steam and 
water boilers); (3) timer type coal 
fire; (4) line switch. 

(10) So that there can be no monkey 
business, the Kansas City Power & 
Light Company has accepted only 
stokers that pass the test of its labora- 
tories. Wiring has to be approved by 
the city electrical inspector. 

(11) Distributors have to run 24- 
hour service departments, and agree 
to make a charge of $2 per call for 30 
minutes, billing addition time at 
$1.25 per hour. 

“All you can say for me,” Joe 
Porter, Jr. executive vice-president of 
the Power and Light Company, de- 
clared, “is that we have got the plan 
rolling. It is just starting and we 
don’t know what it will do. Come 
back in six months and we'll tell you 
whether it was any good or not.” 
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elling Appliances 


What the farm family 1S buying . . . How the dealer organizes to get business 


Reported by 
Donald S. Stophlet 


Westinghouse Electric & Manufacturing 
Co., Mansfield, O. 


RECENT survey of one hun- 

dred twenty-eight farmers in 

central and southern Wiscon- 
sin reveals the interesting fact that 
this group of farmers, who have only 
had their electric current sixteen 
months, have purchased in that time 
614 electric appliances, or almost five 
appliances each to the estimated value 
of approximately $13,903.50. 

This group of farmers are all prac- 
tical farmers typical of the Central 
West. They are earning their living 
from their farms and the 614 appli- 
ances are helping them do it and mak- 
ing life easier and more comfortable 
for these farmers and their families. 
Practically all of them are dairy farm- 
ers. Sixty-nine per cent are owners 
and 31 per cent are renters. They 
have had current on an average of 16.6 
months. Their bills average $4.60 per 
month, which means they are using 
about 52 KWH per farmer. 


Where Is the Rural Market? 


In this locality it was the R.E.A. 
lines. How to locate the prospect was 
simplicity itself. One local dealer told 
his story— 

1. He visited the R.E.A. project 
supervisor and was supplied with 
the mailing list of the entire project 
comprising 1,030 names. Rural 
mailing lists for all R.E.A. projects 
and for most private utility exten- 
sions are available for the asking. 
These lists are the foundation for 
successful rural selling. 

2. Many of the farmers on this list 
he knew personally but for the use 
of his salesmen he marked on a big 
county wall map the location of the er's wife. 


TOTAL SALES 


Mr. and Mrs. W. L. Clark, R.R. No. 4, Madison, Wisconsin. 


The Clarks are poultry farmers and say 


that their electrical appliances, by savings in time and labor, make their poultry farming profitable. 


The electric iron is the first appliance bought by the farm- 
First lighting, then radio and the electric iron. 


PER CENT OF SATURATION 


One hundred twenty-eight forms in Wisconsin were surveyed for the data in this 
article. Chart shows order of purchase. 
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rural lines and the postal routes of 
each section. 

3. There were 980 energized 
meters on this one project with 150 
in process of being hooked up. This 
dealer found that these 1,030 meters 
(the equivalent of a town of 4,000 
people) kept him and one salesman 
busy all the time for the simple rea- 
son that they had started the lines 
with zero saturation on all appli- 
ances and because the average 
farmer is much heavier user of elec- 
tricity than his city cousin. (The 
average farm meter in 1937 used 
2092 KWH, the average non-farm 
meter in 1937 used 790 KWH.) 
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The washer is the first major appliance. Many farmers have 
gas powered washers and buy motors for change over. 


This dealer estimates that these 
1,030 users will keep one man_ busy 
full time the year around supplying 
their needs. Averaging eight to ten 
calls a day on the upper half (those 
with the best purchasing power) this 
dealer finds he can only see each 
farmer once every three months. The 
existing rural dealer usually can pick 
the farmers with the best purchasing 
power but if he has any doubts a few 
discreet inquiries at the local bank will 
give him the desired information. 

This dealer finances his salesman 
canvasser by having the man carry 4 
supply of lamps of various sizes with 

(Continued on page 12) 
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NDISING 


Reported by 
Tom F. Blackburn 


Field Editor, Electrical Merchandising 


N the slender shoulders of 
Miss Clara Nale and Miss 
Thelma Wilson is falling a 
o> out in the far reaches of north- 

vestern Iowa that would stagger a 
veteran electric range salesman. 

Two REA home economists, they 
are expected to convert 15 per cent of 
the electrified farms of Buena Vista 
and Pocahontas districts over to the 
idea of owning a range within 90 days 
time. That’s a quota of 231 ranges out 
of about 1543 prospects. No Chinese 
missionary was ever expected to bring 
n such a bundle of rice Christians so 
quickly. 

Night after night the team, which 
is similar to others working in ten 
lowa government electrified rural dis- 
ticts, is toiling in farm house after 
farm house, telling the story and 
economy of the electric range in the 
best possible language—food and dem- 
onstrations. 

The proposition? A 25 per cent 
cut in retail range prices for 90 days. 
Object, the desire of REA to get 10 
to 15 per cent saturation on load 
building ranges quickly. 

Full of the old pepper, let it be said 
that the girls are hot footing it over 
muddy roads giving dinner parties, 
arranged for them by D. W. Teare, 
utilization representative, in friendly 
farm homes. Invitations to the dinner 
party precede them and anywhere 
from 15 couples up gather for dinner. 
Earlier in the morning a truck is 
iriven up and an electric range bor- 
rowed from some dealer is run into 
the house with temporary connections. 

Under the gaze of curious house- 
wives the two home economists go to 
work with a ten pound ham, plenty of 
potatoes and sweet potatoes and all 
the tricks to make a tasty meal. From 
time to time there is a honking of 
automobile horns in the yard and 
frenzied barking of dogs as new 
couples join the group. At 6:30 every- 
body sits down to a big dinner and 
tven the critical agree that the girls 
certainly know their stuff. Thirty 
minutes talk on cooking follows the 
meal and Agent Harold Clark sand- 
Wiches in data on the economies of 
tlectric cooking. No brand data is 
presented, dealers are invited to be 
Present to answer questions and gather 
in orders. 

Follows the inevitable lull—and up 
pops some oldster in sky blue denims, 


to point a bony forefinger and ask, 
“What are we agoing to do with our 
corn cobs?” . 

Those corn cobs, gentlemen, are 
what are causing the best laid plans of 
mice and men to gang aft agley. You 
could talk about combination cob 
burning electric ranges if you wanted 
to, but to the puzzled farmer, what 
was the sense of even getting one of 
those contraptions when the old coal 


Abundance of free cobs, a by- 
product of the corn country, is 
holding back the adoption of 
ranges by REA farmers in lowa 


cent discount was 
these areas from 
March, April and 
the REA would 


whereby a 25 per 
to be offered in 
standard prices in 
May. In return 


assume the missionary job of educa- 
tion and conversion—would send out 
home economists to sow the seed of 
desire and field men who could ram 
home economic points of advantage 
in owning electric ranges. 

That special price, unknown over 


Home Economist Clara Nale left, shows to farm wife Mrs. 
Franklin Majorowicz of Rolfe, lowa, what a GE range will do 


stove was cooking the vittles perfectly 
well, and even if it got so hot in the 
kitchen that one fairly swooned across 
the sink didn’t the Lord send the heat 
and wasn’t it up to mere mortals to 
bear it? 

In ten recently electrified districts 
the Rural Electrification Administra- 
tion is gallantly offering to give the 
dealer’s shirt to get farmers to adopt 
ranges quickly. A deal was struck 
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the rest of the United States was to 
be the bait to bring in farm business 
on the run. There could be no wait- 
ing, for after 90 days, the proposition 
was to snap shut like a rat trap. Dis- 
tributors and dealers were to split 50-50 
the 25 per cent loss on their models. 
While dealers were invited to the 
farm dinners, actually the cut in price 
meant that most of them were being 
allowed to sidestep the cost of farm 


solicitation. The REA was to do that 
for them. 

Quickly enough dealers in Storm 
Lake and Pocahontas stocked electric 
ranges. Many a store in Storm Lake, 
a town of 4,157, and Pocahontas with 
a population of 1,308, bought ranges 
when they had no other appliances. 
Shiny and sleek these decorated the 
windows. Few dealers interviewed by 
ELECTRICAL MERCHANDISING admitted 
going out on the REA dinner parties 
to contact their customers. 

What has been the result? Would 
a cut of 25 per cent enable the REA 
to attain a quick 15 per cent satura- 
tion? 

ELEctTRICAL MERCHANDISING doesn’t 
know. Its western editor visited two 
districts, after only 30 days of the 90 
had passed. Maybe a lot of orders are 
being held back for a garrison finish. 
But it doesn’t look that way. 

In Pocahontas County, energized 
March 29 for one year, and Palo Alto 
county energized in February 1939, 
with 543 customers at the time of 
interview, some two ranges had been 
sold after 30 days campaign. A ratio 
of 2 to 245 scarcely promises a 15 per 
cent saturation. In Pocahontas neither 
farmer had bought the models that 
were marked down 25 per cent. George 
M. Stockdale, manager Pocahontas 
County Rural Cooperative, declared 
“The farmer buys pretty good stuff. 
Both bought better ranges than the 
price leader. With the amount of 
money there is around here, there is 
no reason why they should not have 
the deluxe numbers.” One of the 
ranges sold, incidentally, was a com- 
bination “cob” burner. 

At Storm Lake, a town of 4,157, is 
the Buena Vista Rural Electric Co- 
operative. The first section was ener- 
gized April 15, 1938 and today there 
are three sections wired with about 
1,000 customers getting service. Here 
11 ranges have been sold to farmers. 

Miles Nelson, the manager, a vet- 
eran from the Iowa Public Service 
Company, told ELectricAL MERCHAN- 
DISING that the line had some 51 re- 
frigerators, 1,000 radios, 200 water 
pumps, and approximately 500 washing 
machines, of which about 80 per cent 
were gas powered, on the line. There 
were seven electric water heaters in 
use. 

As in Pocahontas, most dealers in 

(Continued on page 10) 
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lowa Rance Drive 


Selling Applianc 


Report by Tom F. Blackburn continued from page 9 


town were well stocked with all stand- 
ard lines carried. The Iowa Public 
Service served Storm Lake but ELec- 
TRICAL MERCHANDISING was told that 
pending renewal of franchises the 
utility was laying off merchandising 
and wiring. 

Principal dealer in Storm Lake is 
the C&H Electric, which does a lot 
of contract wiring for homes along the 
REA. Says O. E. Post, range sales- 
man for the firm, “We have two spe- 
cial models, at $93.75, and an- 
other at $82.50, plus tax and installa- 
tion of course. These, I understand, 
are about 25 per cent under list. We 
have sold three ranges on REA lines 
since March lst. None of them were 


one 


PAGE 10 


the special models. 
comes breezing in here I open my 
book, show them the stuff and then 


When a prospect 


snap shut the book. We don’t have 
any special stock on the floor but will 
order it. However, I manage to get 
in the fact that the specials are three 
speed ranges, whereas our new ones 
are five-speed which obviously means 
a saving in fuel cost. This community 
is pretty rich and won't buy poor stuff. 
I think the range companies have taken 
their poor sellers and sold them down 
the river for this experiment. 
“Incidentally I can add one sales 
hint to anybody calling on REA 
f Go dressed in overalls as a 


larms. 
workman. You'll get a lot farther 


ABOVE 


Farmers like Charley Nieman are 

glad to lend their parlors for 

demonstrations, give a big demon- 
stration party. 


LEFT 


About one-third of the Pocohantes 

prospects had attended demon- 

strations, when this was written. 
Few had bought ranges. 


than if you whiz in all smelling of 
perfume and pose as a salesman. I 
do a lot of wiring on them and I 
know.” 

C&H Electric carries Hotpoint 
ranges and the distributor is the Elec- 
tric Supply Company of Des Moines. 
Max McCoy and R. L. Carter con- 
tact the local boys. 

Other firms in Storm Lake are 
E. H. Gill, who carries the General 
Electric with the distributor in Ft. 
Dodge, Inman Electric sells Westing- 
house and has its distributor in Sioux 
City. The Buena Vista Supply Asso- 
ciation is a cooperative and distributes 
Norge. Dave Paulson of Sioux City 
is Norge distributor. Incidentally 
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Dave Paulson has his own retail out- 
let at Alta and has sold four ranges 
on REA lines so far. Kalmer Sales 
carries Frigidaire and Gamble sells 
the Coronado range. Montgomery 
Ward, which has a store in Storm 
Lake, started offering its electric range 
on March 30. 

In Pocahontas the J. H. Wessels 
Hardware store sells Monarch and 
buys direct from the factory, dealing 
with O. W. Ringdall. Mr. Wessels 
knew of no 25 per cent discount. He 
makes no county calls and had a 
Monarch priced at $84.50 on the floor 
and said he didn’t know what the dis- 
count was going to be. He declared 
the farmer must do the installation 
and the two sales he had made were 
all cash. Incidentally as a Speed 
Queen dealer he declared that most 
REA farms were wearing out their 
old gas engine washers. Only six 
motor sales had been made and he 
had had two gas trades on electrics 
during the year. 

“All Pocahontas dealers were just 
stocked with electric ranges,” Mr. 
Wessels told ELectricAL MERCHANY- 
DISING. Only the Demars Electric car- 
ried ranges before this drive. 

Robley Steinhilder had Stewart- 
Warner refrigerators and ranges on 
the floor of his hardware store. He 
was offering a range which listed at 
$139.50 for $104.63. He had a credit 
coming from the distributor, Luthe 
Hardware Store of Des Moines, of 


O. E. Post of C & H Electric, Storm Lake, 
shows pictures of the cut price models, 
snaps shut his book, goes to work selling 
five speed Hotpoint ranges. Hasn't sold 
a cut price range yet, he told Electrical 

Merchandising in early April. 
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Robley Steinhilder stopped fixing milk can to straddle Stewart- 
Warner range, explain thot successful hardware man must 


graduate to outside specialty selling of electrical appliances. 


669, “which isn’t a 50-50 split on 


ss,” he declared. 

“If anyone in town would want to 
yw one of these ranges, we would 
ive him the same deal as farmers,” 


bobley Steinhilder told ELectricaL 


[ERCHANDISING. “Personally I be- 


eve this thing is being pushed too 
pn. The farmers around here are 
ot over the first cost of their wiring, 
hich as you know takes from $150 
$200 to get the house going with 
lectricity. However, I figure that the 
tdware store like mine is going 


to have to get into specialty selling to 
keep going, so here was a good oppor- 
tunity to hop in and I hopped.” 

In Pocahontas, Shroeder & Slocum 
carry Norge and Demars Electric 
carry Westinghouse. A Westinghouse 
had been sold to a REA line, your 
correspondent was told. 

At the time ELEcTRICAL MERCHAN- 
DISING visited Pocahontas, eight din- 
ner parties had been held, and Man- 
ager Stockdale said that some dealer 
was present at seven of these events. 
With an average of 15 couples at- 


George M. Stockdale, manager REA electric, Pocohontas, lowa, says: ‘Farmers 
around here have money. Cut price on ranges no lure. The job is to make them 
feel electric ranges are a necessary part of living.” 
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J. H. Wessels, Pocohontas, is a new Monarch dealer. 
about 25% reduction plan. 


tending each of these dinners, that 
would make around 120 customers of 
the REA’s 543 had been contacted. 
This is less than one-third yet barring 
accumulative snowball action, there ex- 
isted little hope that more than six or 
seven ranges would be soid to REA 
homes during the three months’ push. 
A 15 per cent saturation, as desired 
by the Washington headquarters would 
mean 81 ranges sold and an obvious 
impossibility. 

Most hopeful sign was the number 
of customers, with electricity less than 
a year, who are beginning to use 80 
kilowatt-hour a month or better. 
These are real range prospects. As 
Miles Nelson, manager, pointed out, 
the average bill is 49 kw.-hr. per 
month. In Buena Vista county the 
minimum bill is $3.50. Made wise by 
their early experience, in Clay County 
the minimum bill is starting off at $4 
per month. On all farms which are 
half a mile away from the nearest 
neighbor the bill hikes to $5 minimum 
a month. 

“Oddly enough, the idea of wiring 
for tenants is coming along satisfac- 
torily,” Manager Miles Nelson told 
ELECTRICAL MERCHANDISING. “Ap- 
proximately one-third of the 2,079 
farms in Buena Vista county were 
foreclosed on by insurance companies 
and others during the big bubble. As 
a result a lot of farms are on sale. 
The Metropolitan Life Insurance Com- 
pany has wired eight or nine farms, 
and Hancock is wiring some. Equit- 
able refuses to wire any. We have 
approximately 400 rented farms wired 
out of our 1,000 customers. The 


Didn't know anything 


Found cob burning combination popular. 


natives around here who own farms, 
except when they politically differ to 
a die-hard degree with the present 
administration, are pretty good about 
wiring to hold a good tenant.” 

There is no chance of wrapping up 
a bill of goods of appliances with a 
wiring contract, Mr. Nelson believes. 
That $150 to $200 the farmer lays on 
the line for wiring his place is about 
all he can stand in the way of in- 
debtedness at one time. However, 
you can put down REA farms as very 
good prospects for future sales as the 
light fixtures being installed in these 
homes are of a much better grade 
than are sold in town. 

Speaking of mistakes he would have 
avoided had he the thing to go through 
again, Manager Nelson declared that 
he would have gotten easements on 
right-of-way from farmers, and made 
a lot of short-cuts across farms rather 
than to compete with the telephone 
lines along the highway. 

The idea of selling retail at whole- 
sale didn’t shock anybody in this part 
of Iowa. A number of ranges have 
been sold at cost in Pocahontas by the 
municipal plant. At Eagle Grove, de- 
clared J. H. Wessels, it was common 
for the utility to sell at cost. 

High sports in the 90-day drive was 
the demonstration held in Pocahontas 
with all dealers and approximately 150 
farmers present. All ranges were dis- 
played and check cards were passed 
out to those present. Ranges were 


at the bottom of the list from the 
standpoint of preference in the way 
of electrical appliances. 
cobs won the victory. 


Again corn 
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HAT THE Harmer Boys 


Report by Donald §. Stophlet continued from page 8 


weal saus (0 


Store of the Hart Sales Company, Evansville, Wisconsin (population 2269). Mr. 
Hart is an implement dealer and has added a complete line of electric appliances 
to sell on rural line extensions in his locality 


him in his car. He also carries several 
irons, toasters, motors, small table 
lamps, etc. He finds that the profit 
from these small sales will pay the 
daily car expense of the salesman and 
very often the small salary he pays 
him. 

The salesman also has used roasters 
which he keeps in constant circulation 
“on trial.” As soon as a sale is made 
he delivers a new roaster and puts 
the used roaster out on trial again. 

This dealer sold all the used wash- 
ing machine motors he had salvaged 
in several years from old traded-in 
washing machines in less than a week 
after the new lines were energized. 
These old motors were used to elec- 
trify gas engine driven washers that 
the farmers already had. 


Farmers Buy Trade-Ins 


Several other dealers 


cleaned out 
the stocks of their used traded-in 
radios within a week after the line 
was energized. Many of these used 
radios were installed in the farmers’ 
barns. A dairy farmer spends many 


long Fall and Winter hours in his barn 
and particularly at milking times he 
likes to keep up with the latest events. 

The radio is the daily newspaper to 
many farmers where only 
papers circulate. 


weekly 


Other used traded-in equipment, 
such as irons, washers and in some 
cases refrigerators were to 


those farmers in lower income brack- 
ets. Used refrigerators of standard 
makes and large capacity find a par- 
ticularly ready market on many farms 
today. In this connection the advan- 
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tage of the full line appliance dealer 
in rural selling is most obvious. A 
dealer handling a refrigerator or only 
washers or ironers or ranges cannot 


afford to do rural canvassing. A full 
line of appliances is necessary. 
Watch an active successful auto- 


mobile dealer demonstrate a car to a 
farmer and you will see rural selling 
at its best. 

It is repeat calls that count. The 
farmer rarely, if ever, can be sold ona 
first call. Rural selling is distinctly 
“low pressure” selling. That is why 
the successful rural dealer is concen- 
trating his efforts first on the small 
appliances which the farmer is sold 
first, confident that there will be a way 
to major appliance sales through “sat- 
isfied users.” 

The first three appliances purchased 
by these farmers were the radio, the 
electric washer and the electric iron. 
The saturation on the sixteen chief 
electric appliances is: 


Total Percent of 
Appliances Sales Saturation 
Radio 123 97 
lron 119 93 
Washer 117 92 
Toaster 54 42 
Motor 43 33 
Vacuum Cleaner 39 30.5 
Refrigerator 28 22 
Milking Machine 28 22 
Pressure Pump 20 15 
Hot Plate 13 10 
Roaster 7 5 
Range 5 4 
Waffle Iron 3 2 
Food Mixer 2 1.5 
Percolator 2 1.5 
Water Heater 


dh fax 


This is the store of Charles Francis, in Edgerton, Wisconsin (population 2906). 
Mr. Francis has worked up an attractive business in appliances on the rural lines 
surrounding Edgerton as well as in the town proper. 


This can mean only one thing—the 
Early Bird dealer who contacts these 
farmers first, while the line is being 
promoted and before energization, has 
the best chance to get this business. 

A very extensive survey by the 
R.E.A., covering 18,457 rural meters 
scattered all over the United States, on 
74 different projects with all possible 
types of farmers included showed the 
following saturations: 


Percent 
Radio .. 83 
80 
Washer 56.2 
Refrigerator 30.1 
Water Pump ............ - 17 
Cleaner (Vacuum) 18.9 


The above saturations are on lines 
only six months old and show in com- 
parison what additional purchases are 
made between six-month-old lines and 
those on their second year. 


The Neighborhood Dealer 


Dealers within the following dis- 
tances from the farmer sold these ap- 
pliances : 


Miles 
Iron 92 
Washer 
Radio .. 10 
Motor . 11.4 
Refrigerator 
Range 
Vacuum Cleaner 16 
Pressure Pump 10.5 
Milking Machine 95 
Roaster 
Toaster . 
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The neighborhood dealer is the maz 
who made most of the sales. A studi 
of where these appliances were pur- 
chased confirms the fact that the 
farmer is essentially a home-town 
buyer as 96% of all appliances sold 
were through dealers or local stores 
and only 4% were made by mail, pro\ 
ing again that the farmer likes to see 
what he is buying and that he buys 
where service is close at hand. 

Of the six hundred fourteen sales 
the hardware dealer sold 26.7 per cen! 
followed closely by the specialty 
electric dealer with 26.5 per 
These two classes of dealers accounte! 
for 53.2 per cent of all the sales mad 
Adequate dealer coverage in the smal 
towns seems to be ihe answer to sut- 
cessful rural selling. 

The electrical contractor is forging 
rapidly to the front in this matter 0 


cent 


rural selling and he sold 14 per 
cent of all the appliances purchased 
The contractor dealer is increasing 


rapidly in importance in the rura! mer- 
chandising field. He is first on the jot 
and has a real “in” with his farmer 
customers. His recommendation whet 
it comes to appliance selling carries 4 
lot of weight. He sells lots of appli- 
ances. Sometime his credit is limited 
in which case he makes a splendi 
salesman for an active well finance 
dealer. This deal furnishes him with 4 
small stock to demonstrate with and he 
arranges to carry the farmer’s paper !! 
necessary. Many rural wiring cot 
tractors make salesmen out of the! 
workmen. They are adept at selling 
irons, motors, and small appliance: 
As “bird dogs” for major appliance 
sales they are without equal and “ 
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rained and encouraged by a_ small 
mmission they will uncover more 
al prospects in a week’s wiring than 
salesman can close in the same time. 
These men gain the farmer’s con- 
idence, work with him and frequently 
board at the farm while the wiring is 


The implement dealer follows the 
wntractor with 8 per cent. 
rder purchasers were only 4 per cent 
{the total while the mail order stores 


wld 13 per cent. Again the farmer 


The E. F. Cramblit family, R.R. No. 3, Madison, Wisconsin, have electrified their 
farm house with washer, refrigerator, range, roaster, food mixer, iron, water heater, 
vacuum cleaner, toaster, radio. 


wants to see before he buys appliances. 

Dominating the whole picture, how- 
ever, is the matter of geographical 
location of the dealer as has been 
stated before. “Essentially the rural 
market problem is one of proper dealer 
coverage in towns of 25,000 and less.” 
These purchases were almost exclu- 
sively made in towns of 30,000 and 
less . . . The great majority of towns 
of 3,000 to 20,000 with many villages 
of less than 1,000 figuring in the totals. 
Again proving it’s not the size of the 


town that counts, it’s the trading area 
around it and the aggressiveness of the 
dealer. 


Who Sold the Appliances? 


164 
Electric Specialty Dealer 
Wiring Contractor ............... 87 
Implement Store ................ 48 
Dept. Furniture Store ............ 20 
17 
Plumber 10 
Refrigerator Distributor ........ 12 
5 
Motor Repair Shop ............... 5 

614 


When Were the Appliances 
Sold and on What Basis? 


It has been proved the first three 
appliances sold to the farmer are the 
radio, the iron and the washer in order 
named. After the farmer has paid for 
his wiring he invests in these three 
appliances and then usually, depend- 
ing on his locality, buys the following, 
in order: 


5 
Motor for Power Purposes........... 6 
Pressure Pump . 
9 


During the first six months the aver- 
age farmer purchases the radio, the 
iron and the washer. The reasons that 
more major appliances are not pur- 
chased earlier is because very little 
effort has been spent on developing 


practical time selling plans for rural 
use. The wiring takes the farmer’s 
first cash reserves. The radio, washer, 
iron combination takes the next earn- 
ings and it’s not usually until the sec- 
ond year that the farmer has enough 
surplus cash to purchase major appli- 
ances. The promotional, line building 
and wiring stages are when the small 
appliances are sold. 

Practical time selling plans tailored 
to fit the farmer’s needs and crop 
movements are needed if the appliance 
industry expects to sell major appli- 
ances in volume during the first year 
the farmer has his current. Ninety- 
five per cent of the 614 appliance pur- 
chases made by these farmers were 
made by cash. 


Local Financing 


Due to the large sum of cash now 
lying in banks, many banks are now 
buying dealer automobiles and appli- 
ance time paper (with recourse) and 
finding it profitable. Many rural deal- 
ers are finding the local banks the best 
place to sell their time paper. The 
local banks know their farmers and 
usually are glad to purchase the notes 
of farmers with good credit rating. 

With all other factors equal it is the 
dealer who has the most flexible 
finance plans at his disposal that sells 
the greatest volume of rural appliances. 
In many cases the local bank is the key 
to the whole matter of rural time sell- 
ing. Rural dealers cannot cultivate 
the local banker too much. 

Those that start with selling the 
banker a major appliance or two and 


(Continued on page 14) 


appliance 


Roaster as well as an electric rang is in use in the Cramblit kitchen: And a 
qual and 


toaster in regular use. Also food mixer. 


A refrigerator of large capacity is one of the appliances farmers want. It is first 
on the list of the "buy next’ appliances. 


NDISINGMELECTRICAL MERCHANDISING—MAY, 1939 PAGE 13 


{ ew Ru ral Lines | 
lance | 
| 
4 


Selling Appliances on New Rural Lines 


Continued from page 13 


7 


Mr. and Mrs. Fred Wachlin, R.R. No. 1, Edgerton, Wisconsin, typical 
Wisconsin farm people now enjoy the use of electricity on their farm. 


then follow 
successful. 
As one dealer said, “I started out 
by selling the banker a refrigerator 
and later a range. I knew the per- 
formance of these appliances would 
please Mr. Banker and his wife. They 
did. ‘After that I took pains to let 
him know all about the details of my 
business. I asked his advice many 
times and on different matters. I had 
him help me with my income tax re- 
turns. Then when the rural lines 
started up I checked on every farmer 
with him, before I really started in to 
close the sales. I knew just what the 
banker would take and so I knew what 
to offer the farmer. Most of my sales 
were simply timed to meet crop move- 
ments—3-6-9 months at the most—.” 
“The farmer does not like long ex- 
tended time payments, neither does the 
banker, and so today I have no trouble 
financing all the good farmers I can 
sell. If one banker does not know 
about a farmer there is always some 
banker in another town that does.” 
For rural sales extending over a 
long time, say eighteen months to two 
years, the electric appliance industry 
could very well take a leaf from the 
book of time selling methods used by 
the farm implement manufacturers 
who are past masters in the art of 
handling farmers’ paper over long 
terms. They get ample down payments 
and always key the farmer’s payments 
to the crop movements insuring proper 
equity with equipment at all times. 


through are the most 


What Will They Buy Next? 


With his wiring paid for and out 
of the way and his minor appliances 
also acquired and paid for, the average 
farmer in his second year of electricity 
is looking towards the major appli- 
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ances. This survey is typical of the 
farmer in his second year. 


THESE FARMERS SAID THEY WOULD 
BUY THE FOLLOWING NEXT 


Percent 

Refrigerator ...... 56 
Heavy Duty Motor ........ — 
lroner ........ 8 
Pressure Pump .. 
4 
Food Mixer ........ 


Why Are They Being Sold? 
This group of farmers gave different 

reasons for purchasing these appli- 

ances. Among the most frequently 


Mrs. Wachlin says the Westinghouse refrigerator was the first major 
appliance she and Mr. Wachlin bought for their farm home. 


mentioned in the survey were: 


1. Dealer was close by and I knew 
him. 

2. The wireman who did my wir- 
ing recommended the appliances. 

3. I got a good deal. 

4. The dealer sold me a gas en- 
gine washer years ago and it gave 
good service. He traded in the gas 
engine for an electric motor for a 
small charge. 

5. I saw the display at the local 
appliance fair and liked the way it 
operated. 

6. My relatives in town have the 
same refrigerator and it has given 
them good service. 

7. I saw the appliance advertise- 
ment in the farm papers. 


Mrs. Clark appreciates the cleanliness, economy and safety of her electric range. 
The Clarks are heavy users of electricity and have the following appliances: range, 
refrigerator, iron, pump, vacuum cleaner, radio, toaster, washer. 
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Sales Average Per Farmer 


Thirteen thousand nine hundre 
and three dollars and fifty cents spen 
for electric appliances by 128 farmertl 
in the first sixteen months after the 
have received electricity average 
$108.61 per farmer. Certainly this i 
a market that should interest the elec 
tric appliance dealer. During the firs 
year the farmer pays for the wiring 
and buys his smaller appliances. Hi 
major appliances are largely yet to 
bought. However, the satisfaction 0 
tained from these earlier purchase 
and from the dealer who sold them wil 
largely determine who sells the farme 
the major appliances. Therefore, Mf 
Dealer, if you want to put your rur 
selling on a firm foundation for futur 
years (and this rural market is a lon 
trend market) follow these ten basi 
features of rural selling. 

Interviews with several leading 
dealers all over the United State 
showed that the following methods 
were proving the most successful in 
rural selling: 


1. A continuous, direct-by-mail campaigt 
to all farmers on new lines. 

2. Demonstrations at farms and farm 
meetings. 

3. Good store displays, open evenings, 
especially Saturdays. 

4. Consistent advertising in best local 
medium. 

5. Personal letters inviting the farmers to 
call at their stores and inspect their appii- 
ances backed up by good store identifica 
tion. 

6. Use of farmers or their sons or the 
local wiremen as salesmen. 

7. “Using the user" to set up local prov 
ing kitchens. 

8. A good time paper set up with local 
bank. 

9. Continuous outside canvassing by sales 
men who knew the local farming condition, 
sometimes by trailer, 

10. An ability to accept and dispose of 
trade-ins profitably. 
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washer manufacturers build farm mod- 
els powered by Briggs & Stratton. If you did 
not get your copy of the “Quiz” Contest bulletin 
thown here, write today to either your distri- 
butor or direct to your washer manufacturer. 
Also ask the washer salesman who calls on you 
for more details. 


Altorfer Bros. Co.............. Peoria, Ill. 
Apex Rotarex Corporation. .Cleveland, Ohio 
Appliance Mfg. Co.......... Alliance, Ohio 
Automatic Washer Company. . Newton, lowa 
tarlow & Seelig Mfg. Co....... Ripon, Wis. 
Bend, Wis. 
team Mfg. Co.........Webster City, lowa 
tirtman Electric Company. .... Chicago, Ill. 
Blackstone Mfg. Co., Inc.. . Jamestown, N. Y. 
The Bluffton Mfg. Co......... Findlay, Ohio 
Conlon Corporation.......... Chicago, Ill. 
The Crosley Radio Corp... . Cincinnati, Ohio 
The Dexter Company... ... . . Fairfield, lowa 
Easy Washing Machine Corp. . Syracuse, N. Y. 


barton Corp. 


Dealers, Washer 
Manufacturers, and We 
“Profit” from Increased Sales 
of Farm Washers 
And farmers will ‘‘profit’’ from the 
economies, convenience and other ad- 

vantages of owning Gas Washers. 
Dealers, in addition, will make many 
“plus” sales of other appliances and 
equipment which they sell because of 
the increased store traffic and a new 
interest in non-electric appliances. 
Further, all dealers selling farm wash- 
ers powered by Briggs & Stratton 4- 
cycle gasoline motors have opportun- 
ities to get “extra” cash in the Dealer 
Contest, which is a part of this spec- 
tacular sales plan. 


The “Quiz’”’ Contest 
Pulls Live Prospects Into 
Dealers’ Stores 
Full page advertisements, in colors — 
millions of them — will pour into farm 
homes from coast to coast, beginning 
May 15, and during June and July. 
It is estimated that the “Quiz” Contest 
offering 53 big prizes, valued at $6,500 

to farmers, will have hundreds of 
thousands of contestants—and that 
hundreds of thousands more will 
also read “the selling story” on 
gasoline powered washers, and 
learn why they should buy 
them NOW. 


Everyone Profits 


from the Contest 
and Dealers Profit Most 


CASH 
PRIZES 


SPECIAL Dealer Contest, with 53 Cash 
Prizes, is another part of this spec- 
tacular Briggs & Stratton campaign. 


DEALER PRIZES 
48 Individual State Prizes, 
$25.00 Each—Cash, $1,200.00 

Awarded to the dealers who sign 

the entries that win the 48 State 

Prizes in the Farmer “Quiz” Contest. 
In addition, when the “Quiz” Contest 
State Winners receive new washers as 
prizes, the Briggs & Stratton Corp. will 
pay dealers delivering prize washers the 
regular retail price. 
Also 5 of the Dealer State Winners will 
participate in the following Dealer's Na- 
tional Prizes, 


FIVE NATIONAL PRIZES 
lst National Prize— Cash - - $300.00 
2nd National Prize— Cash - - 250.00 
3rd National Prize — Cash - - 200.00 
4th National Prize— Cash - - 150.00 
5th National Prize— Cash - - 100.00 


Awarded to the dealers who sign 
the entries that win the Five Grand 
Prizes in the Farmer “Quiz” Contest. 


Bnices&Sm 


S&ST STRAIT RATTON) A. 


The “Quiz” Contest will make most 
farmers “live” prospects, interested in 
farm washers — many ready to buy 
— a real sales opportunity for dealers. 


Go After Dealer 

Prize Money 
Make your store Contest Headquarters ae 
because all entries must be signed by ee 
a dealer, or one of his sales people. 
The more entries there are with your 
signature, the greater your opportunity 
to get a big share of the $2,200 dealer 
cash prize money. 
Ask the washer salesman who calls 
on you all about it. Read the Dealer 
“Quiz” Contest Bulletin carefully. Use 
the special advertising and display 
material which your washer manufac- 
turer has sent you, or has ready for you. 
Be sure to have farm washers, pow- Mt oe 
ered by Briggs & Stratton 4-cycle gas- 
oline motors, prominently displayed in 
your windows and throughout the store. 
Advertise your store as “Quiz” Con- 
test Headquarters. 


Contest Period 
May 15 to July 25 


So there is no time to lose — the con- 
test has just begun. Now’s the time 
to get started, and go after more 
sales, more profits and cash prizes. 


BRIGGS & STRATTON 
CORPORATION 
Milwaukee, Wis. . . U.S.A. 


Edison G. E. Appliance Co., Inc. . Chicago, Ill. 


Fairbanks, Morse & Co........ Chicago, Ill. 
General Electric Co...... Bridgeport, Conn. 
Getz Power Washer Co......... Morton, Ill. 
Haag Bros. Co........ Hl. 
Holland-Rieger Corp........ Sandusky, Ohio 
Horton Manufacturing Co... . Ft. Wayne, Ind. 
Hurley Machine Division. ...... Chicago, Ill. 


Electric Household Utilities Corporation 
James Washer Co... . . Independence, Kansas 


Division of Nash-Kelvinator Corporation 


Landers, Frary & Clark .New Britain, Conn. 
The Meadows Corporation. . Bloomington, Ill. 
Nineteen Hundred Corp... . St. Joseph, Mich. 


Norge Division............. Detroit, Mich. 
Borg-Warner Corporation 


One Minute Washer Co...... .Newton, lowa 
Prima Manufacturing Corp... . . Sidney, Ohio 
Voss Bros. Mfg. Co........ Davenport, lowa 
Westinghouse Elec. & Mfg. Co., Mansfield, Ohio 
Zenith Machine Company..... Duluth, Minn. 
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Making 


OME years ago exclusive wash- 
ing machine dealers 


were not 
uncommon in different sections 


of the country. Today there are few 
men who have succeeded in carrying 
on the tradition. Why? Trade-ins 
and manufacturers, says Paul Morri- 
son, “the washer man,” of Oakland, 
Calif. 

Mr. Morrison, whose washing ma- 
chine store is known throughout the 
“East Bay” district, is one of the suc- 
cessful survivors, because, as he points 
out, he has been able to change his 
methods to meet changing conditions. 
In the early days, washing machines 
sold for $125 to $150 and on the mar- 
gin allowed, the dealer was able to 
keep a sales force in the field, to ab- 
sorb trade-ins to give adequate free 
service, and still to make a_ profit. 
Today the price is about half what 
it used to be and the margin, though 
the percentage may remain the same, 
is likewise at about half its former 
level. Fixed overhead and other ex- 
penses for the dealer have by no 
means No wonder so 
many dealers have dropped out of the 
business. 

Trade-ins are one of 
where the shoe pinches. 


decreased. 


the points 
There is no 
getting away from them, says Morri- 
son, for 95 per cent of washer sales 
are replacements and every house- 
wife has been educated through years 
of experience to expect to get some- 
thing for her old washer. But he 
does not believe in losing money on 
them, either. So he uses them to 
increase the unit level of his sales. 
He no longer sends his men out 
into the field to sell washers. There 
is more than for this, 
Primarily, it is because it costs too 
much to sell. washing machines in 
that way and the present margin will 
not carry the burden, but there are 
other advantages in store selling as 
well. For one thing, Morrison does 
not believe in demonstrations. Every- 


one reason 
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Morrison believes in store selling and 

store demonstrations. Everybody knows 

that washers will wash so why demon- 
strate in the home? 


body knows these days that electric 
washing machines wash clothes clean 
and with 95 per cent of his customers 
asking to trade in an old machine, it 
is obvious that practically all of them 
have had experience in using washers 
of one sort or another. Home demon- 
strations encourage joy riders—and 
they make enemies as well as friends. 
For the woman who fails to buy the 
appliance after it has been demon- 
strated in her home (and the record of 
sales can’t be expected to be 100 per 
cent successful) will go about telling 
her friends “I tried it myself and it 
wasn't satisfactory,” thus spoiling in 
advance a number of sales which 
might later have been made. 

Furthermore, the salesman in the 
store is under control. Not for him 
are the rash promises of service and 
enhanced trade-in values which the 
man in the field sometimes was in- 
duced to offer in order to close a 
sale. 

As a substitute for field selling, 
Morrison advertises in the daily papers 
—and he depends on his friends. 
During the twenty years he has been 
in the washing machine business, he 
has made a lot of them. People to 
whom he sold washers in the early 
days have, some of them, come back 


for their third machine. And their 
friends, and their friends’ friends make 
a formidable host. 

To meet their varied tastes and 
needs, he carries a wide selection of 
washers. Almost every standard 
make of machine can be bought in his 
store—every line, in fact, in which 
he believes. This gives him the basis 
for working out his trade-in policy. 

Early in every transaction, his men 
are instructed to learn what make of 
washer the woman now is operating, 
in general in what condition it 
Then they use her desire to obtain a 
good trade-in value for her appliance 
to lead her in the direction of a more 
expensive ma- 
chine. In the 
end it is Mr. 
Morrison him- 
self who fixes 
the trade-in 
value of the old 
appliance, send- 
ing a man out 
to make an ap- 
praisal if that 
seems advisable. 
But the cus- 
tomer is told 
frankly that a 
better price can 
be given if she 
buys the better 
quality washer. 
In some cases, a 
special purchase 
of a low priced 
line permits bet- 
ter trade-in al- 
lowances on this 
particular model. 
Customers seldom come in with any 
knowledge of what they want, says 
Mr. Morrison. The consistent sales- 
man emphasis on quality lines, with 
the additional sales argument of the 
better trade-in allowance, has_ in- 
creased markedly the average value of 
unit sales. 


is. 


Service 
Morrison business 
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By CLOTILDE GRUNSKY 


iraportant part of the 


It is not possible to break even on 
every trade-in taken in. Paul Morri- 
son has found that it is better to 
scrap seven out of every eight washers 
he accepts. Some of them could con- 
ceivably be repaired and used again, 
but he has made it a rule not to sell 
any merchandise which he cannot 
guarantee just as he does his new 
lines. He does make a profit on some 
of them, however, and on the others 
his allowance is consistent with the 
value of the merchandise and with 
the size of the profit he makes on the 
original sale. He does no bidding 
against other dealers for trade-ins, 
much preferring to lose the sale. In 
such cases, as 
a rule, the cus- 
tomer well 
aware that the 
old washer is 
not worth what 
the other dealer 
may be offering 
—and there is 
nothing  preju- 
dicial to Morri- 
son if he does 
not make _ the 
sale. In fact, in 
his heart, the 
customer rather 
respects the 
store which esti- 
mates his bit of 
junk reasonably 
and in making 
another purchase 
he may choose 
Morrison just 
because he feels 
that he has 

he knows Nis 


and builds friends. 


given evidence that 
business. 

The service department is an im- 
portant part of the business and a 
definite asset in building sales. This 
needs an explanation, for one of Paul 
Morrison’s strict rules is that the two 
departments, sales and service, sli: 
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Bere 


"WESTINGHOUSE 


REFRIGERATORS 


te kept entirely distinct. It is not 
the practice of the shop to suggest to 
the customer that her appliance is not 
worth repairing and that she needs 
inew one. In fact, service men are 
specifically forbidden to make such a 
uggestion. This rule is a reaction 
gainst service practices which un- 
ortunately had become too common 
‘sewhere in the business. Morrison 
et out to do his part definitely to 
‘lean up the business and in this way 
‘0 protest against its being used as a 
racket. 

The result is that customers trust 
us service men and rely on their 
ilvice. The department builds friends 
ior the store—and probably in the 
md it brings more sales than if any 
‘umber of leads had been turned over 
or salesmen follow-up. Not that oc- 
asional prospects are not developed 
‘tom this source, but when this is the 
ase, it is at the customer’s own sug- 
testion. What the service man does 
‘to give the customer without com- 
ment the cost of the repair work re- 
wired to put the machine in running 
oder. If she says she does not want 
‘0 pay that much and states that she 


PAUL 


MORRISON 


When a customer's washer gets out of 
order just before wash day, she is in- 
vited to bring the washing to the store 
and they will do the wash, and demon- 
strate a new washer to her. 


prefers to buy a new machine, there 
is, naturally no reason why Morrison 
should not make the sale. 

There is no rule, of course, against 
making friends in other ways when 
handling a service job. When a 
woman’s machine gets out of order 
just before wash day, or when the 
repair job is one which may take 
some time, Morrison’s will offer to do 
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Mr. Morrison at the door of his appliance shop, featuring washers. 


her wash for her, if she will bring 
it down to the store. The customer 
perhaps cannot believe that the offer 
is bonafide, but she is assured that it 
is—if she will just bring the wash 
down, they will put it in the Bendix 
and let the machine do the whole job. 
There is no effort made to sell her 
a Bendix, but it is not unlikely in the 
course of the transaction that she will 
ask questions enough so that she will 
inform herself pretty well as to what 
it is and what it can do. 

In selling Bendix, incidentally, Mr. 
Morrison has found that the owners 
of tray washers make particularly 
good prospects for this appliance, the 
reason being that they represent the 
experimenters among the housewives 
—the people who are willing to try 
out a new way because it offers 
advantages. 

He handles both ranges and re- 
frigerators, besides washers. These 
appliances give him a second and a 
third chance at the same customer, 
keeping the woman’s interest in the 
store active. He does not, however, 
push the sale of ironers, because he 
does not believe the margin is suffi- 


cient to make it worth his while to 
push an appliance which still needs 
promotional work. 

He has ideas about ironer selling 
which include a thorough disapproval 
of home demonstrations. As _ with 
washing machines, he believes in sell- 
ing the appliance, with a thirty-day 
satisfaction guarantee if necessary, 
and then sending out a teacher to 
follow through until the purchaser 
fully understands how to operate the 
appliance, however many lessons it 
may require to teach her. Then if she 
sends back the machine, well and good. 
At least she will not tell her friends 
“Tt isn’t any good. I tried it and | 
couldn’t make it work at all.” Gen 
erally, she will not send it back. 

As it is, he says, price selling is 
definitely out. The public have been 
educated to the point that they will 
not respond to a bargain appeal unless 
the price level falls to $30 or there- 
abouts, at which figure it does not pay 
to do business. So he does not bother 
to make sales in this fashion but de- 
votes himself to selling better grade 
appliances and to making friends by 
honest dealing and good service. 
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methods succeed best with 


in pushing refrigerators 


appliance selling, says E. E. Delaney 


HAT old British wisecracker 

and diner outer, Samuel Johnson, 
pointed out that a man does not even 
follow logical reasoning in choosing 
a wife, when he said, “Marriage has 
many pains, but 
pleasures.” 

It follows that the profit motive, 
the price appeal, isn’t the overcrown- 
ing force it is cracked up to be, if 
you check it closely. One patronizes 
a drug store with bum sodas because 
of the pretty blonde soda jerker, one 
buys unneeded books to help a kid 
through college. Relatives, religious 
and fraternal club 
hobnobbing do a lot in turning the 
trick. The price tag isn’t the whole 
show. 

Bit by bit the eyes of the Quigley 
Specialty Company, down in Mobile, 
Alabama, have been opened to these 
facts. 

It all started from a 
opinion the Quigley 


celibacy has no 


connections, golf 


difference of 
Company had 
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with a dairy. E. E. Delaney happened 
to know that a large proportion of 
the firm’s seventy employes were cus- 
tomers of this dairy. “Don’t you 
think you ought to play ball with 
your own customers?” he asked re- 
proachfully. The dairy, seeing it from 
that angle, immediately changed its 
opinion. So the germ of a promotion 
idea was born. 

And a firm like the Quigley Spec- 
ialty Company, off the beaten track 
at 600 St. Louis Street, needed com- 
petitive ideas. For Mobile, known to 
most northerners as a sleepy port 
town which is kissed by the Gulf of 
Mexico and showered with azalea 
blossoms, really has some red hot com- 
petition. Mail order appliances show 
their price claws a plenty. 

E. E. Delaney proceeded to ques- 
tionnaire the firm’s employes, tabu- 
late their replies. On file are the 
names of the doctors, dentists, in- 
surance agents, grocers, coal dealers, 


Here's where Quigley is—away off from the traffic 


drug stores, banks who do _ business 
with them in their off hours. Multi- 
ply this by 70 and you have quite a 
horde of contacts in which the Quig- 
ley employes are valued customers. 

Let some druggist for example, be 
about to whiz down and buy a mail 
order refrigerator. It will give him 
pause to know that he is about to 
take the bread out of half a dozen 
of his customers’ mouths. Somehow 
nobody likes to trample on a customer. 

Fundamentally S. E. Quigley and 
E. E. Delaney are men that like to 
hop on the bandwagon. They saw 
Mobile getting a lot of publicity over 
its azalea trail. They knew the na- 
tives were wondering why northern- 
ers came so far to sniff these familiar 
blood red flowers. Azaleas must be 
stylish. Right away you heard of the 
Quigley Specialty Company giving an 
azalea plant to every customer. Now 
the pretty blooms of these plants 
haven’t the slightest connection with 
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household refrigeration, but a lot of 
housewives ready to buy appliances 
thought it was a good idea to get 
this plus-value. So over they came, 
and Quigley was cleaned out of its 
azalea plants, which anyone could 
have bought from nearby nurseries if 
they had really given the matter seri- 
ous thought. Call it ballyhoo but tt 
was a successful promotion. 

An operation such as Quigley’, 
says Mr. Delaney, must follow appli- 
ances which have at least 20 per cent 
saturation. Coming in are electric 
ranges, the house now selling about 
1 range to 5 refrigerators. In radio, 
they are waiting for the completely 
automatic set. Something that lends 
itself to circus promotion is effective 
in southern cities the size of Mobile, 
Mr. Delaney feels. 

The job of a firm like Quigley’ 
is to comb patiently the list 
Mobile’s 68,202 souls for the pros 
pects with money and desire for a? 


ELECTRICAL MERCHANDIS'NG 


J 
3 . =} | | 
= 
pli 
th 
th 
tu 
ap 
D 
pa 
ur 
de 
al 
fo 
th 


Ors 


but a lot of 
y appliances 
idea to get 
they came, 
1 out of its 
1yone could 
nurseries if 
matter serfi- 
lyhoo but it 
mn. 


Quigley’s, 
follow appli- 
20 per cent 
are electric 
elling about 
s. In radio, 
= completely 
x that lends 
1 is effective 
e of Mobile, 


ke Quigley’ 
the list o 
yr the pros: 
ssire for ap 


ANDISING 


E. E. Delaney 


To All Employees: 


questions: 


3. Who is your Doctor ? 


March 17th, 1939. 


We are endeavorifig to find out something of the buying 
power of this organization, and would appreciate your answering the React: 


1.  # How many are in your family ? 


Mobile, Alabama 


Dealer Cultivates 


2. How many are dependent on you ? 


Other Avenues of 


Human Desire 


4. Who is your Dentist ? 
5. What Agents have your 


6. What Agents have your 


8. From whom do you rent 


13.  ## From whom do you buy Milk ? 


14, Have you an Electric Refrigerator ? 


16. From whom do you buy your Fuel ? 
17. What Drug Store do you trade with ? 


18. Have you a Saving Account, if so what Bank ? 


Insurance ? 


Life Insurance ? 


7. Do you own your Home ? 


your House ? 


9. From whom do you buy your Groceries @ % 


10. What Bread do you buy ? 


ll. From whom do you buy Clothing ? 


12. From whom do you buy Shoes ? 


15. How do you Heat your House ? 


Wifile in no way are we endeavoring to interfere with your 
private affairs in any way, still we would like to see you trade with Seana who 
have been nice to us, and have made your employment possible. 


Very Sincerely, 


S. B. QIGLEY 


One of the firm's smart moves was to 
tie in with the town's national publicity 
on its azalea trail 


All the world loves a customer, and Quigley has used the information 
from this questionnaire very effectively in meeting competition 


pliances. To expedite this matter 
there is constantly a prize offered to 
the firm’s gasoline and tire men who 
turn in tips for the firm’s seven 
appliance salesmen to work on. 

In his promotion work, E. E. 
Delaney is a great believer of news- 
paper advertising. He is equally 
unappreciative of promotion material, 
declaring that manufacturers waste 
all kinds of direct-mail posters and 
folders that are never used. He feels 
that while this should be available 


ELECTRICAL MERCHANDISING— 


dealers should have to pay for all they 
get, which will insure their using it. 

In his advertising, he is soured on 
mat service, having experienced too 
many times mats offering anti-freeze 
and the like, which are perfectly 
worthless in warm Mobile. Manufac- 
turers, he says, should have two sets 
of propositions: One, for large and 
another for small dealers. 

The house carries Frigidaire re- 
frigerators and ranges, Apex, Bendix, 
Maytag washers and RCA radios. 
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Here's where the tough «-inpetition is—downtown in Mobile 
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...Lhen the Terms 


Forst’s of Vancouver, B. C. finds 
that this policy ups the unit sale 
and speeds follow-up on the sale 
of second appliance to customer 


FTER you have sold the cus- 
tomer the appliance, says Alec 
Forst of Forst’s, Ltd. of Van- 


couver, B. C. to his salesmen, then 
sell him the terms. This means sell- 
ing him the idea of prompt payment 
of whatever monthly amount is finally 
agreed upon; it means also selling 
him the idea of a short term contract, 
or even payment in cash. 

In 1930 the store was a hardware 
firm, doing business in one of the 
outlying neighborhood shopping dis- 
tricts of Vancouver. In that year 
Mr. Forst took on electric appliances. 
The company did well in the new 
field, with the result that soon they 
began expanding. First of all they 
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FUANITURE 


ORS T's WASHERS 


added adjacent stores, spreading out 
laterally, until five store fronts now 
cover the activities of the headquar- 
ters office. Each one of these has 
its own featured appliance, serving 
almost as specialty shops. The firm 
then found that they were handling 
sales which came from other neigh- 
borhoods as well—and decided to 
put out branch stores to cover this 
business. Five branches now serve 
neighborhood shopping districts, with 
fifteen salesmen divided between 
them. Ninety per cent of the business 
handled is electrical. 

There is practically no field selling, 
the store preferring by means of its 
numerous branches to take the store 


to the customer rather than to take 
the appliance from door to door. But 
Mr. Forst does believe in advertising. 
The store’s newspaper advertising ac- 
count in Vancouver is second only 
to that of the power company. And 
when there is a fair or electric show, 
Forst’s always participates on a scale 
large enough to make a real impres- 
sion on the public. As might be ex- 
pected from its preference for cash 
or short term selling, but little empha- 
sis is placed in advertising upon 
terms. Good values and good service 
are the basis of the appeal. 

The present day public is of course 
inclined to bargain for long terms, 
but Mr. Forst has taught his men to 
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The Broadway store was built last July, 

replacing the Granville St. branch, 

provide a modern backing for electrical 

appliances. Home furnishings are sold 
on the mezzanine. 


ALEC FORST 
. head of Forst's Ltd., Vancouver. At 
left, the West Broadway branch of the 
company and (below) the Hastings 
Street store. Numerous branches such 
as these take the place of outside selling, 


handle this subject frankly, pointing 
out the cost of interest payments on 
the long term note. Why not, they 
ask, take the money which would have 
gone into interest and buy a larger 
refrigerator with it on shorter terms? 
Just this one argument, repeated to 
each customer, has markedly increased 
the unit value of the average sale and 
at the same time has resulted in sales 
made on a sounder financial basis. It 
is surprising, say the men, how many 
people ask for long terms who can 
really afford to pay cash and who can 
be sold the idea of paying it if they 
understand that they actually save 
money thereby. 


(Continued on page 71) 
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GENERAL ELECTRIC PHOTO 


THE DISTRIBUTION BUILDING—Tassels 
Ns a © of light climb in a spiral column while 
. ing the brightly-colored murals into bold 
_ Lighting designers of the New York World’s Fair have relief. On the sides of the building, 
; deep-blue fluorescent lamps, create an 
_ created a 1,200 acre mural of luminous form and color interesting hightight-ond-shodow effect. 
WESTINGHOUSE PHOTO 
LAGOON OF NATIONS—A fountain symphony blending colored spectacle at the New York World's Fair 1939. In its 800 x 400 #t. 
light from 585 submerged twin projectors with synchronized water Lagoon of Nations, 20 tons of water are spurted into the air at a 
incouver. At jets, music, gas flames, and pyrotechnics is the nightly climactic time, some jets rising 160 feet. 
anch of the 
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GENERAL ELECTRIC PHOTO 
THE TOWER OF GLASS—Blue and white 
fluorescent lamps, concealed behind glass 
GENERAL ELECTRIC PHOTO blocks, turn this imposing shaft into a 
THE FOOD BUILDING—Jewel lights form a decorative crown for THE METALS BUILDING—On the left, sculptured figures become glowing column of cool light that con- 
Pierre Bourdelle's fresco mural on the drum of Food Building No. 2. shields for indirect light reflected by the wall. At the right is the jures up a fantastic illusion of ice-cube 
Down Constitution Mall the burgundy walls of the building are “glass fountain,” a wall of glass block behind which fluorescent tubes orchitecture. 
steeped in the light of incandescent lamps with red cover lenses. form a pattern of blue and white. 


GENERAL ELECTRIC PHOTO 


THE HALL OF FASHIONS—As modernistically styled as milady's hat, the Hall of Fashions THE HOME FURNISHINGS BUILDING'S simple architectural columns stand out in their 

arrays itself in a night time garb of gold and blue. Vapor tubes form hairpin-shaped full beauty at night as Bowling Green Plaza is filled with a golden glow. Indirect yellow 
ornamental pylons suggestive of the world of fashion. light accentuates the stately lines of the building. 

GENERAL ELECTRIC PHOTO GENERAL ELECTRIC PHOTO 
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The model kitchen and party room of “Leisure House” is a popu- 
lar place for Tampa clubs to hold card parties and games . . . 


Call 


Leisure House 


66°F EISURE House,” a phrase that 
pictures the freedom and lei- 
sure of all-electric living, has 
proved to be a “magic lure” in the 
practical business of selling electric re- 
frigerators, ranges and water heaters. 

Originated three years ago by the 
Tampa, Florida, Electric Company, it 
was adopted as the name of the Com- 
pany’s new electric model kitchen and 
party room. Since then it has helped 
to attract more than 7,000 women to 
regular semi-weekly cooking schools. 
It has caused more than 9,000 women 
to use Leisure House for their club 
meetings, bridge parties and lunch- 
eons. More than one thousand colored 
maids have attended free classes where 
they are instructed in the proper use 
of electrical appliances. 

Thousands of recipes, containing 
the Company's advertisement, have 
been given away. Bridge score pads, 
showing a picture of an _ electric 
kitchen and telling of its advantages 
are in use all over the territory, regu- 
lar reminders of Leisure House and 
what it means. Radio programs give 
entertainment and instruction over the 
air. Letters go out to customers. The 
telephone rings regularly all day long 

. housewives wanting suggestions 
for this and that from Leisure House. 
Women are helped to design their 
electric kitchens. Leisure House steps 
in constantly where new homes are 
being built or others are being re- 
modeled. In short, Leisure House has 
come to be an institution for the 
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Tampa Electric Company’s model 


kitchen and party room has painlessly 


sold the electrical way of life to 9,000 


housewives and club-women. 


housewives whose homes are 

by the Tampa Electric Company. j 
is headquarters for the modern w \meg 
of the Company’s territory. 

The story of Leisure House ‘5 ay 
interesting one. When the Company 
first decided to install model demon. 
stration kitchens, what better place 
could be found than a building jus 
to the rear of the Company’s main 
office, which had the historic signif. 
cance of having been part of the city’s 
first power plant. This building wa; 
remodeled and air conditioning jn. 
stalled. 

Rather than calling the new depart. 
ment by the common name of “mode! 
kitchen” the Company felt that a name 
which would be descriptive of electric 
service, should be found. Therefore. 
“Leisure House” was selected because 
it pictured the one thing that is wel- 
come to everyone...man and 
woman alike . . . Leisure! The name 
has been capitalized on to every de- 
gree. The Company’s advertising talks 
of Leisure. Cooking school demonstra- 
tions are built around the reward 
leisure from using electrical equip- 
ment. Salesmen talk about the leisure 
of electrical living. Over the doorway 
of Leisure House hangs an electrically 
lighted sign: “Entrance to Leisur 
House. . . . Through this door you 
learn the secret of Leisure. Electric 
service bids you welcome.” 

The name “Leisure House” proved 
so catching that a radio show produc- 
ing company wrote for permission t 
use it. The permission was given and 
now the name “Leisure House’’ bids 
well to come into national use among 
electric companies. A new radio show 
has been built around “Leisure House” 
and this show is being sold to electric 
companies in all sections of the coun- 
try. New buildings, called “Leisur 
House,” are being planned by other 
companies. If properly handled and 
controlled, the name “Leisure House” 
will become a phrase of national use 
selling the reward of electric service 
all over the country. 


. . . But the Tampa Electric Company overlooks no opportunity to get 
over a selling message on the all-electric home or kitchen modernizing. 
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NEW OIL HEATER 


ETS THE PACE WITH THESE 
ELF-SELLING FEA TURE. sl 


2 of “ odel 

Positive Fan-Forced Heat 

ted because 3 

that is rel. . . 
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heating. 
anoil is its own “star salesman.” A new kind of oil heater — brilliantly L ISTE. N 
led — sensational in performance — with a host of impressive self-selling 
htures. Revolutionary features that amaze heater prospects — make profit- a] 
le sales — and give Evanoil purchasers more for their money! ABSOLUTELY QUIET 


anoil “Forced-Aire” Heaters employ the principles of modern air- | — Se silent you can't 
nditioning. New, ingenious “Synchro-Float” fan delivers abundant heat from hear it run. 

er grills — eliminates drafts from floors, chills from corners. Takes exces- 

e heat from ceiling. Recirculates the air volume in average size small home SEE 


every few minutes. Provides luxurious all-over warmth — ccc apm 


instantly regulated by fingertip controls. 


In beauty and performance — in big, new, outstanding | SMART STYLING—'t's 


features — Evanoil is the pace-setter for 1939. Backed America’s most beauti- 
by persuasive national advertising — unequalled dealer ful heater. 

cooperation — the most complete advertising amd 
merchandising program ever undertaken by any heater EVANOIL DIVISION, EVANS PRODUCTS CO. 
manufacturer. Dept. 30, Detroit, Mich. 


Send full information on Evanoil “Forced-Aire™ Heaters and 
Sales Promotion Plan. 


Dealer Franchise Distributor Franchise 
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If You Have 
Contracting 


Ability 


You Can Sell 


Air 


VER a cup of coffee, May 1, 
1934, Ray Shelley professed 
discouragement to John W. 


Jenner with his electric business. Be- 
fore the coffee had cooled, Mr. Jen- 
ner, with $734, had become the owner 
of a business. 

An old Kansas gas and electric man, 
and electrician by trade, he saw the 
time was ripe for his newly pur- 
chased business to look into air condi- 
tioning. For Shelley Electric had 
done contracting and to Jenner the 
job of installing an air conditioning 
system was plain contracting. 

“T can’t complain the way we have 
gone ahead,” he told Electrical Merch- 
andising, “but I do have some sugges- 
tions that I think air conditioning 
people can follow out if they desire 
to make greater progress with little 
dealers like myself. In the first place 
air conditioning pays no more profit 
than appliance sales, and yet carries 
a much greater risk and responsibility. 
Air conditioning contracts often 
spread over a lot of time, and tie up a 
lot of money. Right now the small 
dealer has a time carrying these jobs. 
The banks won’t loan on them, and 
the finance houses won’t take air 
conditioning paper without a receipt 
of satisfaction from the purchaser. 
Manufacturers should provide a ware- 
house for small dealers. Right now 
we have $3,000 worth of air condi- 
tioning equipment on hand which is 
carried over from last season. We 
really should have a closer tie-in with 
some manufacturer.” 

In selling customers Mr. Jenner 
very frequently goes out with figures 
on five different types of jobs, all 
because air conditioning isn’t well 
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Says 
JI. W. JENNER 


of Wichiia, Kansas 


Over a cup of coffee in Wichita's Holly 
Cafe, J. W. Jenner became owner of 
the Shelley Electric Company. 


understood and he doesn’t know what 
his competition is going to do. One 
job, of course, is whittled down to 
the bone and when his customer 
snaps at the price, Jenner refuses to 
sell it to him, pointing out bit by bit 
what the job won’t do. 

“Don’t think that I won’t cut cor- 
ners to save money for my customers,” 
Mr. Jenner stated. “I have tried one 
thing which may be new. On a job 
we found the cost of a boiler was too 
much, so I took a hot water heater 
instead of a boiler, and to date that 
hot water heater, which cost $200, 
hooked up with a circulating pump, 


Three girls under air conditioning do what five once did without it. 


nditioning 


functions .perfectly. You can ‘burn 
the place down’ if you wish.” 

There is a need, he says, to sell 
air conditioning on a basis of confi- 
dence rather than as a matter of 
piece work. Some dealers, he says, 
if they literally advertised what they 
were doing could actually head their 
publicity, “I dare you to cut your 
throat as deeply as I can mine.” 

Seventy-five per cent of the cus- 
tomers buy cooling only from Jen- 
ner. In his installations, he always 
makes it a point to check the installa- 
tion of the house first. His chief 
bargain, he says, is for an air condi- 
tioning outfit that will fit the pocket- 
book of a man earning $1,800 to 
$3,000 a year. A typical customer 
spends about $6,000 for a home, and 
is able to pay about $600 for a heat- 
ing and air conditioning plant. 

Mr. Jenner has sold all his jobs by 
himself, not being able to get a sales- 
man. He hires up to eight men to 
make installations, and carries two 
service men on his staff. He bids on 
jobs as far as 200 miles from Wichita, 
Kansas. 

“In the financing of air condition- 
ing,” he says, “too much money and 
labor is tied up until a job is paid 
for. It takes from 30 to 60 days to 
make an installation. When you turn 
your paper over to a finance house, 
all your profit is tied up for at least 
three years. This is an evil that the 
manufacturer should look into.” 

John Jenner first became interested 
in air conditioning when with the 
Kansas Gas & Electric. The Innes 
department store installed a candy 
cooling case which didn’t work and 
as an electrician Jenner was called in. 


MAY, 


He took the expansion coils out of 
the Frigidaire and hit on the idea oi 
forcing air through them and into the 
case. This was a forerunner of the 
room cooler, and proved so effective 
that Frigidaire sent a man out from 
Dayton in a plane to look over the 
job. 

When prospects, particularly com- 
mercial, ask Mr. Jenner whether air 
conditioning pays enough, he refers 
them to the Bridgeport Machine Co. 
In the Bridgeport building, which is 
an old hotel built in 1888, a fifteen 
ton compressor was first installed 
Water coils at 56 deg. have since 
been added, and today the office has 
the equivalent of a 25 ton air condi- 
tioning job. Today the building is 
kept in summer and winter around 
70 to 72 deg. The president, who 
weighs 230 lIbs., likes an office at 65 
deg. This might be uncomfortable 
in the hot Kansas summers if people 
were passing in and out, but it so 
happens that most of them are in the 
office all day, and find it extremely 
delightful. 

“We can definitely say that air con- 
ditioning has increased the efficiency 
of our operations,” declares Comptrol- 
ler M. J. Egan. “There has been 
an increase in our invoices at least 
30 per cent. Back in the old days 
when the heat made everyone suffer, 
it took five girls to get them out. 
Three do it now. The previous peak 
in business occurred in 1927, and 
today only three-fourths as many 
people handle the same volume 0! 
accounting. Two girls, Bertha Cun- 
ningham and Hazel Techmeyer, re- 
port that air conditioning did away 
with hay fever.” 
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YORE 
Jume.i9- July i 
> New Yor Furniture 


Be Sure io. ‘Sect 
| at tite. | 
Sommer Marketa 


FRANCISCO” 


June 26-July 
Fourth Floor . 
Western Furniture Exchange 


June 
SPACE 
American Furniture Mart 


More Value Than Ever Before! 


FAULTLESS Washers Stand Up — Profit is Net 
FAULTLESS Line Meets Your Selling Needs 


WRITE FOR NEW CATALOG AND COMPLETE PRICES! 


HROLLAND-RIEGER CORPORATION 


Subsidiary of Apex Electrical Manufacturing Company 
OFFICES: SANDUSKY, OMIO Branches and Warehouses in 15 


FAULTLESS Prices Are Lower—You Sell More 
FAULTLESS Washers Look Better—Sell Easier 
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KITCHENAID 


OFFERS DEALERS AN 
ATTRACTIVE OPPORTUNITY 


WOMEN EVERYWHERE are demon- 
strating that KitchenAid is the Food Mixer 
they really want. Its superior ability to 
carry through ALL MIXING, beating and 
whipping tasks (including heavy jobs 
where help is most needed) is widely 
recognized. RESULTS produced through 
the scientifically thorough, speedier 
“PLANETARY” MIXING ACTION of 
a KitchenAid, are appreciated. Discerning 
women are ready to choose the Mixer 
they've always wanted—when you show 


them that KitchenAid is truly the ECON- 
OMY buy: they purchase years and years 
of complete service in this Hobart-built 
appliance. 

KitchenAid now offers you a set-up that 
is resulting in substantial extra profits for 
KitchenAid dealers today. Dealers who 
intelligently merchandise KitchenAid are 
due for an agreeable surprise. The 
KitchenAid franchise will be more valu- 
able than ever before in 1939. Why not 
write today for details? 


For a Better Cup of Coffee 


Here’s an additional opportunity for the 
KitchenAid dealer. Make your store 
“Headquarters for Better Coffee Mak- 


ing.” Merchandise not only this new erectRiC 
Electric Coffee Mill—but modern coffee F Mill 
makers, too. Now ready! A sparkling FFE ME 
“ABC” Window or Counter Display FOR THE HO 


with a complete merchandising setup and 
profit-building plan. Put /ife in small 
appliance sales! Ask for details. 


THE HOBART MANUFACTURING CO., 
1605 Penn Ave., Troy, Ohio. 


() We'll be interested in complete information on dealer proposition on 
KitchenAid Food Mixers. 


0 Send details of “ABC” promotion offer to dealers in KitchenAid Coffee 


Mills, 


NAME__ 


CITY AND STATE___ 
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Keeping Appliance Business 
In the Neighborhood 


Up-to-Date Methods Necessary to Compete With 


Down-Town Stores, say Thomson & Page, Vancouver 


ELIEVING that the neighbor- 

hood store, in order to compete 
successfully with the downtown estab- 
lishment, should make a special effort 
to instill confidence by its up-to-date- 
ness and the adequacy of the services 
it stands ready to perform, Thomson 
& Page, electrical dealers of the New 
Westminster district of Vancouver, 
B. C., have recently remodeled their 
store with all the latest improvements. 
The new quarters are considerably en- 
larged over the old and provide at- 
tractive display windows, with a 
modernistic front, complete with a 
marquee and neon lighting. 

The partners, M. E. Thompson and 
L. Page, believe that the neighborhood 
dealer has a unique opportunity to 
meet the needs of his district, pro- 
viding he can show that he has the 
stock and can render the service. 


A movie-style store front enables Thomson & Page 
to “change features as often as they wish 


Their first emphasis, therefore, is on 
the store, where they maintain an ade- 
quate display of appliances from which 
selections can be made. Moreover, 
they change this about from time to 
time, moving ranges from one side 
of the shop to the other, or featuring 
a different type of appliance. This 
gives the impression of a _ constant 
influx of new material and further- 
more centers attention on other lines 
which may have an interest to the 
same customer. Windows are changed 
regularly, usually on Thursday even- 
ings. A large portion of their large 
appliance sales, says Mr. Thomson, 
originate in the store, with field fol- 
low-up later on. 

No cold canvass work is done, this 
not being necessary with the closer 
contacts of a residential district, but 
a personal follow-up of all appliances 
sold is regarded as important. The 
partners lay great stress on prompt 
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VICTOR RECORD 
LATEST RELEASES IN 


and careful service as a way of mak. 
ing friends. 

There has been considerable build. 
ing done in New Westminster during 
the past year and the firm has done 
a good job in following this up. Con- 
tacts are made with architects ani 
builder with some results, although 
best returns come from a talk direc; 
with the prospective home-owner; 
themselves. 

With the limited clientele which a 
single neighborhood represents, it j 
necessary to build volume by getting 
the full allotment of business fro: 
each home. Not only have the own- 
ers done a good job of selling more 
than one appliance to a home by fol- 
lowing up accounts as the contract 
nears its close, but they have als 
found it possible to sell a combinatio: 
of appliances at the same time by 


K 


making down payments reasonable ané 
allowing the contract to run a some- 
what longer time than would be per- 
missible with the purchase of but one 
article. Radio and range, radio and 
refrigerator, refrigerator and range 
are favorite combinations. Time pay- 
ment sales nevertheless do not con- 
prise more than 25 per cent of the 
store’s sales, the remainder being for 
cash, 

The firm does some advertising 1 
the local paper, but they regard storé 
attractiveness and personal contacts 45 
of far more importance for the wel; 
fare of the neighborhood business and 
have built a growing clientele along 
these lines. They started about fou 
years ago as a small radio shop bv 
last year they did one of the most out 
standing range selling jobs of all Va" 
couver. Since remodeling, the pariners 
say, business has been about 25 pe! 
cent up. 
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Gi GALE SPACE COOLERS TAP GREAT NEW MARKET 


OFFER RICH NEW 


DELUXE FEATURES 


~ Condensation Dispo- 
s 


@ New Cool Air Grille with Ad- 
justable Deflectors 


@ New Fresh Air Inlet with Spun 
Glass Filter 


@ New Stale Air Exhaust, O 
Simultaneously with cooling 


@ New Two-Way Control for Fil- 
tered Air Circulation the Entire 
Year 

@ New Thick Acoustica! Liner for 
Quiet Operation 

@ New Improved Weather Visor 


@ New Positive Window Mount- 
ing 

@ New Quick Installation. Cabinet, 
independent of unit, mounts se- 
curely in window. Unit then 
slides in 


@ Full 4000 B.T.U. Capacity—Cool- 
ing ape of 650 Pounds of 
Ice Per 


TURN TO GALE REFRIGERATOR AD ON PAGE 42 
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Cash in on the urgent demand that sweeps every community 
every year with the arrival of hot and humid weather. Today 
everybody is interested in air conditioning. Here is the simple, 
practical unit they can afford. Feature it— and make money! 


SALES OPPORTUNITY 


DISTRIBUTORS - 
DEALERS Here is the room cool- 


ing unit with which dealers went to 
town last year! It’s tested. It’s right. 
Offered in two models for '39—a 
Standard Model, priced to sell at re- 
sale for only $139.50; and an im- 
proved Deluxe Model priced to sell 
at resale for $169.50. Write, for dis- 
counts and details. There is no time 
to lose! 


1939 


IN on the public’s great inter- 
est in air conditioning. All America 
has been waiting for the practical solu- 
tion to the problem of heat and humid- 
ity. Here it is! 


Real summertime comfort in homes and 
offices —at a price the average man can 
afford! All made possible by this moder- 
ate priced, quality-built package-unit that 
not only filters and circulates air — but 
cools and de-humidifies it! 


The Gale Space Cooler is a dependable 
electric refrigeration plant which sends 
air over cold coils where it is cooled and 
de-humidified, and then distributes it 
throughout the room. Fresh air is brought 
in through a filter; stale air is exhausted. 


No installation problem involved. No 
plumbing. No special wiring. Just plug it in! 
The magic of its performance in chang- 
ing a “sticky” room or office into livable 
quarters makes one of the most dramatic 


demonstrations you have ever staged. It 
SELLS! 


Don’t let the first heat wave catch you 
without stock. Be prepared. Order now! 


GALE PRODUCTS 
100 Monmouth Boulevard, Galesburg, III. 
Division of Outboard Marine & Mannfacturing Co., Builders Of 
Johnson Sea-Horses, Evinrude and Elto Outboard Motors 
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Oil Space Heaters 
LINE 


Oil heater sales click because half the homes in Cedar 
Rapids have no central furnaces, Edwin Owen says. 


HE philosophy of Edwin Owen 

can be expressed in the words 

of an old darky who said, 
“When ah asks de Lawd fo a chicken, 
ih seldom gits one; but when ah asks 
the Lawd to send me after a chicken, 
boy, dat’s a combination that always 
gets results.” 

You will find the Standard Tire 
Company of Cedar Rapids, Iowa, be 
lieves in sending a man after its 
chicken. Les Rose, Les Edmunds, 
Lawrence Wellman, Maud Michalek, 
and Edwin Owen, along with a lot of 
others, have gone up against a lot of 
propositions and have always put 
them over. Electrical Merchandising 
carried a story several years back 
on their successful push on vacuum 
cleaners. 

This time they are going to town 
on oil heaters (Coleman). If you're 
interested in economics, here is the 
leverage which gives success to their 
proposition. 

1. In all Cedar Rapids, a town of 
56,079 people, only about half the 
homes have furnace heat. The balance 
is duck-soup for oil heaters. 

2. Each customer requires a tailor- 
made proposition—has to be fitted 
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with either the radiant or circulating 
type of heaters and must be surveyed 
for this. 

3. Everybody pays off on heaters, 
as they have to keep warm and can’t 
play horse on anything so important. 

4. The old stoves taken in trade-ins 
require little fixing up and move 
nicely to lower economic levels. 

The Edwin Owen operation has 
everything. His filling station pumps 
a lot of gas and women customers are 
invited to wait inside the appliance 
store while minor adjustments are be- 
ing made, and tires being changed. 
He has a swank radio repair depart- 
ment, he rebuilds trade-in washing 
machines. He uses scads of newspaper 
space and radio programs selling 
Crosley radios and refrigerators. 

Yet there is one fly in his ointment, 
he tells Electrical Merchandising. It 
costs Standard Tire anywhere from 30 
to 35 per cent to operate. He employs 
hard-hitting salesmen and pays them 
well. (Witness the number that have 
been with him five years or more). 

His difficulty lies in getting items 
that will respond profitably to specialty 
selling of an intense sort. He gets a 

(Continued on page 34) 


Tire Company, Cedar 
Rapids, Iowa, Finds 
Them True Specialty 
Selling Merchandise. 


Bikes CYCLES STARTED 
= 
Radio + + 


SPECIALTY SELLING CALLS FOR 
NEW MERCHANDISE CONSTANTLY 


Note how Standard Tire Company went to town on vacuum 
cleaners in 1935. They flared up on bicycles, hitting a peak in 1937. 
Radio has stayed up in numbers but not in dollar volume. Washing 
machines and refrigerators, which they started selling in 1932 have 
done well over the longest period. Oil heaters soared into popu- 
larity in 1937 and are right now the red-hot item in the organization. 
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} 
a 
| OIL HEATERS AND 
-+ +—}—_+_ AA GAS RANGES BOTH 
: | STARTED IN 1936 
SHERS STARTED 


WILCOLATOR gives You 


Sales Help 


@ Time and again you've saved a doubtful sale. . . simply 
by putting extra emphasis on some particular feature of 
your range, haven’t you? Then you already know what 
this new Wilcolator Warranty Bond really means! 


@ In your hand it gives you six additional selling points 
—powerful selling points to concentrate attention on the 
range you wish to sell. It becomes a salesman in itself— 
a tangible salesman to answer every question regarding 
oven temperature control—and to hammer home the 


vacuum - ." fact that this is the range to buy! 
in 1937. P 


— @ Use the new Wilcolator Warranty Bond as a focal point 
ave 


© popu- for your sales presentation—an extra clincher to help you 
nization. close those toughest sales. Watch it go to work, help you 
a save time, and make more sales. The Wilcolator War- 

ranty Bond is available for every Wilcolator-equipped 

range on your floor. Tell us how many you need—today! 


The Wilcolator Company, Dept. A-5 
17 Nevada St., Newark, N. J. 


Yes! We'll use the new Wilcolator Warranty Bond. 
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| 
re. Wu NID 2 
lise. Wag m 
Put this DISPLAY CARD to Work 
TIME-TESTED! OVEN CONTROL 
No matter what style of ie. 
Wilcolator Oven Control q 
you can be sure of this: It , : 
lives up to every promise 
of the Wilcolator War- 
ranty Bond it's a qual- 
ity product, one you can wore | 
% 
¥ Send us................for our ranges on hand and eS 
Cards. 


One D strati 


. . Savoy-Plaza 


SELECTED EXCLUSIVELY 
FOR FAMOUS MODEL HOMES 
There must be a good reason why Rittenhouse Door Chimes 

were selected for exclusive installation in these nationally 
famous model homes: 

‘TOWN OF TOMORROW”... Numb 

: House at the New York World's Fair. 
( “HOMEWOOD ... The All-Gas Good Housekeeping 

House”’ at the New York World's Fair. 

HOUSE BEAUTIFUL’S ““BRIDE’S HOUSE” . 

Hotel, 58th Street and Sth Avenue, New York. 

P.E.D.A.C. “HOUSE OF HOMES” .. . Internationa! Building, 

Rockefeller Center, New York. 

MODEL HOME OF AMERICA ... Boardwalk, Atlantic City, N. J. 

More convincing than anything we could say is this 
tribute to their tone, styling and prestige. 

Rittenhouse is the line the public knows best because they 
see it advertised regularly in the important national maga- 
zines. The 1939 advertising program has been substantially 
increased to create more sales for you. 

There’s a Rittenhouse Chime to suit every requirement— 
and they’re all guaranteed. Various models $1.00 to 
$50.00 list. 

Rittenhouse backs up the dealer with a complete mer- 
chandising service which includes demonstrators, displays, 
window-banners, newspaper mats, catalog electros, etc. 

Stock Rittenhouse Chimes—the line that sells. 
Get the facts from your wholesaler or write us today. 
THE A. E RITTENHOUSE CO., INC., Dept. 355, Honeoye Falls, N. Y. 
NATIONAL ADVERTISING 
Brings You Customers Ready to Buy 

46,500,000 READERS 


 BITTENHOUSE 
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Oil Space Heater Hot Line 


new line, it flares up like a sky rocket, 
the rest of the competition in Cedar 
Rapids takes on similar items, and 
the first thing he knows, he is not 
getting enough volume of business out 
of the most intensive efforts to justify 
his sales efforts. The cream just goes 
off the top of the bottle, and the item 
becomes skim milk. 

“What we need in the appliance 
field,” he says, “is some profitable 
way to sell appliances which are over 
their 
which have not sifted down to the 
position of everyday staples.” 

Mr. Owen puts merchandise in the 
specialty class when it requires high 
class talent to sell it. The operators 
in his gasoline filling station can sell 
small merchandise, stuff they can hold 


CONTINUED FROM PAGE 32 


The Standard Tire Company prospect always gets a glimpse via 
motion pictures, of what a lot the company can do for him, and 
how satisfied other customers are. 


up for the prospect to see, but they 
haven’t much luck selling ideas. 

As this is being written, Mr. Owen, 
a movie enthusiast, is completing 
movies of his entire service from tires, 
gasoline to appliances and repairs and 
the top flight men are using the pro- 
jector as a means to getting their 
stories over. 

It is the policy of the house to 
follow seasonal merchandise. As each 
month rolls by something new comes 
in the calendar, something new, some- 
thing different requires promotional 
effort. Constant changes are needed, 
he feels, to keep a sales organization 
on its toes. And that is why oil 
heaters, adopted by the firm that 
started out by selling radios is a per- 
fectly logical addition. 


first bloom of newness, and 


Because the type and placing of an oil heater must be tailor-made 
to suit the home, calls are made on each prospect. This gentleman 
is drawing the house plan of his place. 


MAY, 1939—ELECTRICAL MERCHANDISING 


; 
rite 
‘ ager 
an} 
Lerrite 
| an 
hols, 
lesal 
| itory 
| | 
| wer 
Al 
Terri 
| Terr 
1 nag 
iq 
: and 
Terr 
MAN $7.00 and $8.00 ad 
= 
ad 
. 


but they 
deas. 

Ir. Owen, 
ompleting 
rom tires, 
pairs and 
the pro- 
ing their 


house to 
As each 
ew comes 
some- 
omotional 
e needed, 
ranization 
why oil 
irm that 
is a per- 


IISING 


PEOPLE - 


PRODUCTS - 


PLANS 


leetrical Merchandising Review of the Month 


May 1939 


ONARD ANNOUNCES | 


WINNERS 


ETROIT — Distributors’ wholesale 
who were winners in a nationwide 
e¢ coverage drive conducted by the 
sard electric refrigerator organiza- 
luring the period January 15 to 
1 were announced this week by Ray 
x, Leonard’s general sales manager. 
addition to their regular bonus 
ks resulting from dealer-building ac- 
tes, the winning wholesalemen re- 
ed substantial cash awards, Legg 


e winners in the drive, and their 
rict managers, were as follows: 
rritory of R. R. Ludington, District 
pagger—First, F. B. Dunford, Buhl 
s Company, Detroit; second, L. J. 
ley, Buhl Sons Company, Detroit; 
i, R. L. Wilcox, Kemp Equipment 
any, Rochester, N. Y. 
lerritory of B. T. Roe, District Man- 
‘-First, John F. Burke, J. H. Burke 
pany, Boston, Mass.; 
we B. Leavitt, Ballou, Johnson & 
hols, Inc., Providence, R. I. Three 
lesalesmen tied for third place in this 
ntory, and each was awarded the full 
{ prize. They were E. P. Liver- 
re, H. H. Tower Corporation, New 
bven, Conn.; W More, 
wer Corporation, New Haven, Conn., 
i Al Barry, Shapiro eae Goods 
mpany, Newburgh. N. Y 
Territory of L. W. Klein, District 
wager—First, C. B. Lawrence, Nunn 
kctric Company, Lubbock, Texas; sec- 


“, L. K. Bray, Nunn Electric Com- 
y, Amarillo, Texas; third, H. G. 
ley, Mullin Furniture Company, 


City, Kan. 

Territory of Don C. Rulo, District 
nager—First, George Taylor, Linn & 
uggs Company, Decatur, IIl.; second, 
J]. Stewart, J. A. White Company, 
and Rapids, Mich.; third, 
nker, 
Moines, Iowa. 

Territory of Lee Stratton, 
hnager—First, H. W. Lindohl, Nash- 
Chair Company, Nashville, Tenn. ; 
nd, E. H. Abernathy, Magic City Ap- 
ance Company. Birmingham, Ala.; 
id, W. H. Williamson, Jr., Page-Wil- 
mson, Inc., Charlotte, N. 
lerritory ‘of R. W. Jones, 
anager—First, V. L. Edgar, Graybar 
ectric Company, Los Angeles, Calif. ; 
md, T. G. Burley, Electrical Distrib- 
ng Company, Portland, Ore.; third, 
A. Tulp, Graybar Electric Company, 
Angeles, Calif. 


District 


District 


INOIS CHANGES SALES TAX 
ON TRADE INS 


(HICAGO—W hen dealers in Illinois 
a traded in appliance, they will be ex- 
te to pay a 3 per cent sales tax on 
‘cash received for it. Rule 15 of the 
lnois Department of Finance, recently 
nounced, marks a return to the original 
ethod of computing sales tax where a 
ade in is involved. It places trade in 
terchandise on a cash receipt basis. 
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second, Law- | 


A. A. Schneiderhahn Company, 


| 


} 


It's Not Fred Waring 


They are personal friends, incidentally, 

but this happens to be R. O. “Bob” 

Richards, appliance publicity chief for 

Westinghouse at Mansfield. Bob con- 

ducts the Westinghouse swing band 

whenever possible and draws a mean 
bow at the same time. 


CHICAGO UNION CONTRACT 
NOT RENEWED 


CHICAGO—Contract between the IIli- 
nois Radio & Electrical Dealers Asso- 
ciation, and the Retail Appliance & Fur- 
niture Salesmen’s Union, Local 164, has 
not been renewed. It expired February 
15. In Chicago the dealers association 
signed for the entire group. 


MILWAUKEE DEALERS RENEW 
SALESMEN’S UNION CONTRACT 


MILWAUKEE—Noted for their ex- 
perimental work with the first Appliance 
Salesmen’s Union of America, Milwaukee 


| dealers made news in April by renewing 


their contract with the Household Furni- 
ture Appliance Sales & Service Men’s 
Union, Local 1343, A.F. of L 

In two respects during the year the 
union bogged down. It failed to regulate 
the evening opening of Sears Roebuck & 
Co., and following this appliance dealers 


| served notice on the union that after 


March 1, they individually would deter- 
mine which if any nights they might wish 
to keep their stores open. At the present 
moment the union is agreeing to four. 
Although willing ‘to negotiate with the 
union for establishing a maximum hour 
work week for salesmen, nevertheless 
appliance dealers maintain they know 
best what nights they should stay open. 

The second point on which the union 
has failed during the year according to 
H. L. Ashworth, executive secretary of 
the Wisconsin Radio Refrigeration & Ap- 
pliance Association is in price stabiliza- 
tion. At the start the union attempted 
through its members to maintain prices. 

“The cost of this fell entirely on the 
Union,” declares H. J. Burbach, repre- 
sentative, “and yet the benefits went 
equally to the distributor and the dealer. 
Naturally this could not go on.” 

Since September the union has aband- 
oned the shopping necessary to carry on 
such a program, but declares it desires 
to renew and continue it if some method 
of spreading the financing can be worked 
out. 


Old Ice-Bor ‘Round-Up" 


Gets Going 


NEW YORK—New York's Old Ice-Box Round-Up campaign, sponsored by E F. 


Jefle of the C lidated Edi 
the way of trade-ins. 


is bringing in some funny looking things in 
Dealers are offering $9.50 trade-in and, above, are some 


samples collecting in the warehouse of Rex Cole, Inc., General Electric distribu- 


tor. Left to right: Sue Thornton, 


Robert Stevenson and Joseph A. Dyas, 


company executives. 


1939 


Affecting the Milwaukee picture is a 
new Wisconsin law called the “employ- 
ment peace act” which bans the closed 
shop except upon the approval voted by 
secret ballot of three quarters of the em- 
ployees in a collective bargaining unit. 

Meanwhile the distributors and dealers 
of Milwaukee have renewed their con- 
tract with the Service Men’s Union, Elec- 
trical Workers, No. B-1092. It is ex- 
tended from April 15, 1939 to July 1, 
1940. A provision that either side may 
open the agreement for reconsideration 
within six months was made, after the 
union withdrew its request for a reduc- 
tion in hours from 48 per week to 40, 
and an increase in wages of $5 per week. 

Other new features in the servicemen’s 
union contract provides a vacation for 
one week with pay to year old employees, 
and a 1 per cent weekly rental for test- 
ing equipment owned by employees. 
Previously the union has asked a 12-day 
vacation and a 2 per cent rental on test 
equipment. 


"FREE" POWER IN 
MILWAUKEE 


With unusual water conditions provid- 
ing a substantial amount of surplus power 
during the next few months, the Wiscon- 
sin Public Service Corporation, is again 
offering its plan whereby customers can 
use an unlimited amount of additional 
electricity at little or no extra cost dur- 


ing the months of April, May, and 
| June. 


EASY TIES UP WITH 
OXYDOL 


There have been mentions of washing 
machines before in soap advertising, but 
the Oxydol campaign being put out by 
Procter & Gamble is one of the first to 
wrap up a washing machine brand 100 
per cent in its cartons, newspaper space 
and radio. 

The Easy Spiralator is featured even 
down to suggesting “Attention washing 
machine owners: For free demonstration 
of high test Oxydol in the new Easy 
Spiralator washer—see your E casy washer 
dealer, no cost, no obligation.” 


NEW DISTRIBUTOR IN VIRGINIA 


NORFOLK, VA.—The Southeastern 
Supply Corp. has been recently formed 
and is now engaged in business as whole- 
sale distributors of electric refrigerators, 
beverage coolers, radios, heaters, ranges, 
water pumps and other items for dealers. 

Thos. D. Boone is President and 
Treasurer, and Thos. B. Phillips is vice- 
president. | Both have been actively identi- 
fied with the appliance distributing busi- 
| ness for many years in the Virginia and 
| Eastern North Carolina area. 


PAGE 39 


a. 
| 
| 
rt te 
/ 
| 
| 
| 
7 
| 
| 
=o 
| ¢ 
| 
| 
| 


MERCHANDISE MART | 
HOME SHOW JUNE 5-17. 


CHICAGO—Hoary 
proverbs is the adage, “A new broom | 
sweeps clean.” Housewives, enthused to 
the point of making one major change 
in their household—an appliance—are 
often ready to sweep in a number of 
changes. More and more the truth of 
the ancient situation is being realized by 
electrical dealers. 

As the trend grows for electrical deal- 
ers to carry side lines consisting of every- 
thing from china toy horses to curtains 
and drapes, the International Homefur- 
nishings Market at the Merchandise Mart 
in Chicago, from June 5 to 17, takes on 
new meaning to the trade. Presented 
will be a tempting array of appliances 
and housewares suitably intermixed to 
stimulate visitors from all over the Mid- 
dle West. 

From July 31 to August 12 a gift show 
of china, pottery and glass will take 
place, Joseph Stewart, market promotion 
manager, announces. 

Then there will be two special markets 
from July 5 to 14 on curtains and drap- 
eries, and on July 10 to 22, the National 
Lamp Show, which will include a number 
of outside exhibitors. 

Chicago is lush with outside sports dur- 
ing the months the shows are held. Bath- 
ing in rolling waves at the beaches will 
be in full swing and two major league 
ball clubs will be battling. 

At the Mart which houses the Na 
tional Broadcasting Company, visitors 
who supply themselves with admission 
tickets wall, get the additional attraction 
of a peek at a lot of faces of perform- 
ers whose voices are familiar visitors to 
their homes. 

Following is the latest minute list of 
Electrical Appliance Exhibitors (major 
and Small) who will be at the summer 
Homefurnishings Market: 


among British 


Aero Craftsman 

Alliance Mfg. Company 

Aluminum Goods Mfg. Co. 

Amerith Company 

Apex Rotarex Corp. 

Armstrong Products Corp. 

Art Stove Company 

Artco Specialty Company 

Barclay Mfg. Company 

Berstad Mfg. Company 

Blue Circle Company 

Burgess Battery Company 

Burkay Company, The 

Chelsea Fan & Blower Co. 

Chicago Appliance Company 

Chicago Electric Mfg. Company 

Chicago Hardware Foundry Co., 
Products Division 

Chicago Sales Corporation 

Clock Products Company 

Continental Electric Company 

Cook, George R., Associates 

Coolerator Company, The 

Crocker-Wheeler Electrical Mfg. 
pany 

Crown Stove Works 

Decatur, H. K. & Company 

Detroit Jewel Stove Company 

Delco Appliance Company 

Detroit Michigan Stove Company 

Detroit Stove Works 

Dominion Electric Mfg. 

Dormeyer, A. F. Mfg. 

Duro Test Corp. 

Easy Washing Machine Company 

Electrical Associates 

Empire Electric Company 

Enterprise Aluminum Company, 

Florsheim, Lee, Inc., 

Florence Stove Company 

Forestek Plating & Mfg. Company 

Forman Bros. Inc. 

Foster Refrigerator Products 


Sani 


Com- 


Company 
Company 


The 


Motors | 


Frigidaire Division, General 
Sales Corp. 
Fry, Ira B., 
Garland Stove Company 
General Motors Sales Corp., Frigidaire 


Div. 
Globe American Corp. 
Great Northern Products Co. 
Hercules Refrigerator Sales Company 
Herschede Hall Clock Company 
Inland Glass Works, Inc. 
Jewel Equipment Corp. 
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A "Universal" 


~ 


ALBANY, N. Y.—Albany Hardware & Iron Co., 
N. Y., held a meeting recently and previewed the ‘39 line (above). 
president, opened the meeting. 


styne, 
included Lee Moss, 
Bennett. 


Fred Collins, 


Universal distributors at Albany, 
W. C, Dear- 


Landers, Frary & Clark men present 


Mr. Ormerod and home economist Virginia 
H. J. Funk, vice president of the distributorship and Willis Mallette, 


promotion department were other speakers on the program. 


Keating, C. S., 

Kewaskum Aluminum Co. 

Klein, Henry G. 

Knapp-Monarch Company 
Koke-Slaudt & Company 

Landers, Frary & Clark 

Laurel Stove Co. 

Lawson Clock Company 

Lawson Mfg. Company 
Leadstone, John T. 

Made-Rite Corp., The 

Major Appliance Service 
Manning, Bowman & Company 
Master Electric Company 

Mathy, Leonard 

McCall Refrigerator Corp. 
McCleary, Nolen H. 

Michigan Stove Company 
Middlebury Electric Clock Corp. 
Monarch Aluminum Ware Company 
National Enameling & Stamping Com- 


pany 

National Gas Appliance Company 
National Sewing Machine Company 
Naxon Utilities Corp. 

Nelson Machine & Mfg. Company 
North American Mfg. Company 
Northern Electric Company 
Nye-Sourlock, Inc. 

Pachter, D. A., Company 
Peerless Mfg. Corp. 

Polar Ware Co. 

Porcelier Mfg. Co. 

Red Seal Appliance Co. 

Revere Clock Co. 

Rival Mfg. Co. 
Robeson-Rochester Corp. 
Samson-United Corp. 

Seneca Co. 
Sessions Clock Co., The 
Smith, F. A. Mfg. Co., 
Somers, H. A. & Associates 
Stainless Steel, Inc. 

Standard Transformer Corp. 
Steam-O-Matic Co. 

Steinmetz & Kelly 
Stern-Brown, Inc. 
Strait-Richards, Inc. 

Superior Electric Products Corp. 
Swartzbaugh Mfg. Co 
Thunder, James A., Co. 

United Electrical Mfg. Co. 
Universal Electric Log Co. 
Usona Mfg. Co. 

Van Driessche & Henning 
Vischer Products Co. 

Ward, Edger T. Co. 

West Bend Aluminum Co. 
Winter Air Products Corp. 
Zero Plate Corp. 


Hygrade Sylvania Plans New Building 


EMPORIUM, PA—Hygrade Syl- 
vania Corporation has announced that 
plans have been approved for a large 
addition to the Sylvania tube plant in 
Emporium, Pa. The new building will 
provide 50,000 feet of additional floor 
space, and will accommodate the adver- 
tising, sales, accounting, administrative 
and engineering offices. 


CONCO HOLDS 
STOKER CONVENTION 
Distributors See 1939 Models 


LA SALLE, ILL.—150 stoker distribu- 
tors and officials from the Conco factory 
gathered in the Hotel Kaskaskia at La 
Salle, Illinois recently for the Annual 
Distributors Convention of the Conco- 
Sampsel Stoker Corporation. 

The visiting distributors saw the first 
showing of Conco’s new conversion oil 


NEW QUARTERS FOR 
FORT WORTH 
WESTINGHOY 


Barlov 
FT. WORTH, TEX.—Climaxgm stirs, 
eight years of electrical wholesalin rg bug FS, * 
ness in Fort Worth and surroungm produ 
territory, the Westinghouse Electric 
ply Co. have moved into a new build 
located at 2nd and Jones St., Fort Wo; and V 
The new building was especially desigy Ste we 
| for Westinghouse and has features whj rati 
| make it one of the most modern ¢y - 
bined warehouse and offices to be y ake 
by any electrical supply organization, Clay 
Increasing business in Fort Wodil saken 
trade area has made it necessary to nm 
than double their warehouse and ofg™ Gene 
space. This branch was established 9 
Feb. Ist, 1931 in a building he have 
proximately 4300 square feet of ofj™ eral 
and warehouse space. At the time of # and 
organization Westinghouse Electric Sqm York 
ply Co. employed only four people in . 
Fort Worth branch. This building 
used continuously until the new one \ Glass 
constructed. 
Today, the new building of Westin 


| house Electric Supply Co. comprises | 


burner and oil-fired airconditioner as | 


part of an impressive display that in- 
cluded Conco’s full line of domestic, 
commercial and bin feed stokers, a full 
set of Sampsel time controls stoker con- 
trols, Pen controls for Conco’s new oil- 
fired units, and an exhibit of McDonald- 
Miller stoker controls. 


Most important talks of the convention 
were: A. V. Sampsel’s introduction of 
the new Magic Tell-Tale Signal—iatest 
development in Conco’s “Magic Hand” 
controls. And research director H. W. 
Hallinan’s explanations of the engineer- 
ing principles of the two new oil fired 
units. 
outlay of advertising and sales promotion 
material in Conco’s history was given by 
Kenneth B. Butler—advertising manager. 
Chief engineer Harold F. Dean ex- 
plained new developmens, additions and 
improvements being built into this years 
stoker line. Other speakers included vice 
president W. G. Van Etten on prices and 
advertising allowances. W. S. Michael, 
sales manager, on sales technique. M. J. 
Murray on factory cooperation, and O. J. 
Ellingen on dealer floor plans and time 
payment plans. 


A preview of the most extensive | 


| ration and subsidiary companies today ' 


| 275 for the three months ended March 3 


000 sq. feet of efficient warehousing sp, 
with an additional 2500 square feet 
space devoted to office use. The F 
Worth branch of Westinghouse Elects 
Supply Co. now employs twelve peo 
and with moving into the new buildi 
becomes a Class “A” branch. Eve 
type of electrical supply is now stock 
in the new Fort Worth branch and 
complete stock of all Westinghouse m 
jor appliances, radios, and lamps 
maintained at all times. 


Horton Bids for Foreign Biz 


FORT WAYNE, Ind.—The opening 
extensive new foreign markets for 1 
Horton Manufacturing Co., of this cit 
is announced by A. E. Askerberg, gener 
manager, with the appointment of Man 
Gomez, of Colombia, South America, 
distributor for Horton’s washing m 
chines. 

The appointment of Mr. Gomez cove 
territories in Central and South Ameri 
South Africa and the West Indies wh 
the Gomez organization maintains sal 
representatives. The contract was 2 
ranged by W. J. Platka, Horton expo 
sales manager. 


Stewart-Warner Has $146,275 Net 
for 3 Months 


CHICAGO—Stewart-Warner Corp 


ported a consolidated net profit of $l# 


1939, equal to $.12 a share on 1,241! 
shares of outstanding common. l 
compared with a net loss of $215,166 i 
the corresponding period in 1938. 


LA SALLE, ILL.—Here are 150 distributors of Conco stokers gathered at La Salle, 
Ill, for the annual convention of the company. New models were enthusiastically 
received. 
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DISTRIBUTORS 
APPOINTED 


Barlow & Seelig—The Apollo Distrib- 
yting Company, Newark, N. J., distribu- 
tors for North Jersey of Speed Queen 
products; the George H. Wahn Com- 
pany, Boston, Mass., distributors for 
eastern Massachusetts, New Hampshire 
and Vermont. 


Stewart-Warner—Brady Electric Cor- 
poration, Elmira, N. Y. Ivan F, Brady 
is president of the company which will 
take on S-W radio line. The Sherman 
Clay stores on the West Coast have 
taken on the S-W radio line. 


General Electric—Blagden Bros., Inc., 
9 Rockefeller Plaza, New York City, 
have been appointed distributors for Gen- 
eral Electric automatic heating, cooling 
and air conditioning products in New 
York, Bronx and Westchester counties. 


Gibson—Capitol Paper Co., Indianapolis ; 
Glasgow Stewart & Co., Charlotte, N. C.; 
Stern & Co., Hartford, Conn.; R. P. 
McDavid & Co., Birmingham, Ala.; Hall 
& Purse, Inc., Dallas, Tex.; Purse & 
Hall, Inc., San Antonio, Tex.; Reilly, 
Purse & Hall, Inc., Houston, Tex.; 

Florance Electric Supply Co., Bingham- 
ton, ; W. B. Davis Electric Sup- 
ply Co., Memphis, Tenn.; Appliances, 
Inc., Cincinnati, O.; Carlson, Hatton & 
Hay, Eugene, O.; Charles E. Turnock 
Co., Milwaukee, Wis.; Valier Sales Co., 
La Crosse, Wis. The foregoing dis- 
tributors have taken on the Gibson line 
of refrigerators and electric ranges, ac- 
cording to F. E. Basler, general sales 
manager. 


S. Frederic Auerbach—Distributors for 
the new Original Handy Appliance Plug 
are Grabar Electric and General Electric 
Supply Corp. 


McGraw Award 
Suggestions Open 
NEW YORK—For the fifteenth year, 


the James H. McGraw Award is inviting 
suggestions as to men who should be 


30-Year Pin for Charley 


ATLANTA, GA.—Charles 


A. Collier, 
right, vice-president in charge of sales 
of the Georgia Power Company, At- 
lanta, receives his 30-year service pin 
from P S. Arkwright, president of the 


company. Mr. Collier first went to work 
for the company on March 15, 1909, 
as an inspector of wiring. He was ap- 
pointed to his present position in June, 
1927. In 1938, he was elected to the 
company’s board of directors. Mr. Col- 
lier is a native of Atlanta and a gradu- 
ate of Georgia Tech. 
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considered for the several medals in 1939. 
The Award was established and endowed 
in 1925 by Mr. James H. McGraw to 
encourage constructive thinking for the 
advancement of the electrical industry. 
Four annual awards were provided for, 
a Manufacturers Medal which is pre- 
sented at the fall meeting of the National 
Electrical Manufacturers Association; a 
Wholesalers Medal, presented at the 
winter meeting of the National Electrical 
Wholesalers Association; and a Con- 
tractor-Dealers Medal, presented at the 
annual convention of the National Elec- 
trical Contractors Association. A Medal 
for Cooperation is presented at a spe- 
cial meeting arranged by the Committee 
of Awards. 


The Committee has just issued a book- 
let listing the men to whom these several 
medals have been awarded in former 
years. The purpose is to give public 
recognition to contributions of individual 
enterprise and personal enthusiasm that 
advance the progress of the electrical in- | 
dustry. Each award consists of a bronze 
medal, a certificate and one hundred | 
dollars. Recommendations should be 
addressed to the James H. McGraw | 
Award, 330 West 42nd Street, New | 
York City. 


TOASTMASTER ACTS TO. 
ELIMINATE THEIR PROD-- 
UCTS FROM CONSUMER: 
MAIL ORDER CATALOGS 


Maintenance of List Prices Object 
of Move 


ELGIN, ILL.—In a move designed to 
assist dealers in getting their full share 
of business on Toastmaster products, the 
Toastmaster Division of McGraw Elec- 
tric Company, have recently mailed a 
letter to all their distributors, under the 
signature of K. C. Gifford, general sales | 
manager, requiring that they refrain from | 
selling any accounts which publish mail- | 
order catalogs. These catalogs, the letter | 


states, get into the hands of consumers 
instead of retailers and the merchandise 
is sold at less than regular list prices, 


A copy of the letter follows: 


To All Toastmaster Distributors: 


It is our firm belief that it is more 
beneficial to our distributors, our retail- | 
ers and to ourselves that Toastmaster | 
Products be sold to the consumer through 
legitimate retailers only. We are, there- 
fore, determined to keep Toastmaster 
merchandise out of any mail-order cata- 
logs which may reach other than regular 
retail dealers. 

Our reason for doing this is that we 
understand many of these catalogs reach 
consumers instead of dealers and that in 
many instances our merchandise is actu- 
ally sold to the consumer at less than 
our nationally advertised list prices. In 
vie v of the fact that we have Fair Trade 
Contracts in many states, such sales are 
violations of the law and will not be 
permitted. 

In keeping with this policy we are 
asking you to refrain from selling our 
merchandise to any accounts putting out 
mail-order catalogs from whom consum- 
ers may buy our merchandise at less than 
nationally advertised list prices. Do not 
under any circumstances provide elec- 
trotypes or other illustrations of our 
merchandise to any such concerns. 

We also want to remind you that it is 
a policy of our company that distributors 
confine the sale of our merchandise to 
their regular trading areas only. 

We reserve the right to withdraw dis- 
counts from any distributor who sells 
our merchandise, (1) to a concern who 
in turn shows it in such a mail-order 
catalog, or (2) sells outside of his regu- 
lar trading area. 

We subscribe 100% to the widespread 
movement under way at the present time 
to assist the legitimate retailer in getting | 
his full share of business. We hope you 
do also. 
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GRAND RAPIDS—Left to Right: Miss Mildred Hickman, Hotpoint refrigerator 

home economist; the Hotpoint Redman; G. H. (Rock) Smith, Refrigerator Divi- 

sion manager, and Harry E. Warren, Home Laundry Division manager, about to 

present their special "Use Value" program on Hotpoint refrigerators and home 

laundry equipment for appliance retailers and salesmen at the first meeting 

which was held in the Nilsson Distributing Company's headquarters, Grand 
Rapids, Michigan. 


HOTPOINT STAGES 
“USE VALUE" REVUE 


CHICAGO—In order to give retail ap- 
pliance salesmen the information they 
need to convince customers of the “Use 
Value” they receive when buying appli- 
ances, three popular executives of the 
I.dison General Electric Appliance Com- 
pany, D. C. Marble, Hotpoint Range Divi- 
sion manager, Mary Lowell Schwin, man- 
ager, Hotpoint Home Economics De- 
partment, and M. H. Beekman, Kitchen 
Sanitation Division manager, have gone 
“on tour” as stars of the “Hotpoint Use 
Value Review.” 

In this dramatized presentation, the 
electric range; automatic electric water 
heater. the dishwasher and kitchen waste 
exit, reveal the extra use values that each 
appliance gives to Mr. and Mrs. Home- 
maker. 

Every selling point is translated into 

“Use value” and the value proved by sim- 
ple demonstration that any retail sales- 
man, executive, or store owner could use 
for his prospects. 

Following a series of meetings in the 
West, the troupe is appearing at retail 
sales meetings in New York and Penn 
sylvania; then in key cities through the 


Southeast, and other parts of the coun- 
try. The “Revue” is “booked” solid well 
into May. 


FAN MANUFACTURERS 
ASSOCIATION FORMED 


DETROIT—A national association, to 
be known as the “Propeller Fan Manu- 
facturers Association” with headquarters 
in the General Motors Building, Detroit, 
was formed recently, according to an 
announcement by V. C. Shetler, secre- 
tary-treasurer of the organization. The 
following officers have been elected for 
one year: Wm. Bauer, Aerovent Fan 
Co., president; A. R. Stephan, DeBothe- 
zat Ventilating Equipment Co., vice- 
president; and V. C. Shetler, secretary- 
treasurer. 

Charter members include: 
Air Controls, American Blower, Ameri- 
can Coolair, Autovent Fan & Blower, 
Buffalo Forge, Chelsea Fan & Blower, 
DeBothezat Ventilating Equipment, 
Hartzell Industries, Ilg Electric Ventil- 


Aerovent, 


ating, International Engineering, Mara- 
thon Electric Mfg., Peerless Electric, 
Propellair, Viking Air Conditioning 


Corp. 


Hotpoint's Home Demonstration Dishwasher 


Mrs. Prospect (Mary Lowell Schwin) invites her skeptical spouse (M. H. Beek- 
man) to look at the dishes she has just washed in the home demonstration dish- 


washer in a scene from Hotpoint's "Use Value" 


dramatize to retail sal the 


Revue, touring the country to 


ity of selling “use” 


rather than “product”. 
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YOUR CUSTOMERS WILL! 


GALE has the features. Gale has the quality. And 
Gale bas the price! 


Here is one of America’s finest electric refrigera- 
tors—the product of a company known throughout 
the world for its precision manufacture—available 
to you direct from the factory at direct-factory cost! 


With Gale Refrigerators you can encourage the 
comparison which is governing retail sales more 
and more. Feature for feature, price for price, Gale 
will do its own selling. Ir will pay you to compare. 
Write or wire for a detailed presentation of the 
facts. Learn how you €an attract volume business, 
with full margin profits. Gale’s got the answer! 

GALE DELUXE, Priced to Sell at Resale from 
$129.50 to $179.50 (7,3 eu. ft.). 

GALE STANDARD, Priced to Sell at Resale 
from $109.50 to $159.50 (7.4 cu. ft.). 
GALE-BUILT WHITEHALL, Priced to Sell at 
Resale from $77.95 to $99.95 (6.2 cu. ft.). 


GALE PRODUCTS, 100 Monmouth Bivd., Galesburg, Ill 
Division of ( theard, Marine & Manufacturing Ca, Builders of 


a SEA-HORSES, EVINRUDE AND ELTO OUTBOARD MOTORS 


Sliding Vegetable Drawer with 
glass-covered Crisper. 


New streamlined design —pro- Exclusive Gale Evaporator with Removable Porcelain Shell sets Cold Storage Drawer with 
vides greater storage space. Visual Freezing. Big capacity. new standard in sanitation. giass-covered Meat Preserver. 


Built by Gale. A leader line with quality features you - 
can shout about. Porcelain interior, acid resisting. i 
Dulux exterior, over Bonderized steel. Extruded alu- | o 
minum evaporator. 9 posi- 

7 CAPACITY 6.2 CU. FT. 
tion temperature control. PRICED TO 


Three sizes—priced to sell at | 


at resale from $77.95 to 5 ae 
$99.95 (6.2 cubic foot ca- e | 
pacity.) Ask for full details! 
GS TURN TO GALE SPACE COOLER AD ON PAGE 3: 
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jason Hurley has been elected vice- 
president of the Electric Household 
Ut ilities Corporation of Chicago, maker 
of Thor home laundering appliances, in 
ch irge of Central Division operations, 
ering fifteen states. 


JASON HURLEY 


W. H. Knight has been elected vice- 
president in charge of East Coast oper- 
ations, with headquarters at Newark, 
N. J., and John H. Sullivan, vice-presi- 
dent in charge of manufacturing. 

Beginning as a Thor salesman in St. 
Louis in 1931, Mr. Hurley has been suc- 
cessively store manager, manager of a 
chain of stores, Chicago branch manager, 
Detroit branch manager and national field 
sales manager. 

Mr. Knight formerly was divisional 
manager of the Firestone Tire and Rub- 
ber Company, with headquarters in 
Akron, supervising the operations of 125 
retail stores and seven distributors, with 
a total of 2,000 employees. 

George P. Jackson has been appointed 
office manager of the Newark branch. 


Belden 


Whipple Jacobs, former vice-president 
in charge of sales, was elected president 
at the annual meeting of the board of 
directors of Belden Manufacturing Com- 
pany. In this capacity he succeeds the 
late Joseph C. Belden, founder of the 
company, who died February 17. 


WHIPPLE JACOBS 


Mr. 
pany for twenty-four years. 
shortly after leaving school, as 
spector in the factory. 
made chief inspector, purchasing agent, 
sales manager, and vice-president. His 
one leave of absence from the company 
extended for twenty months when he was 
in France with the A.E.F. 

Always active in the industries which 
Selden Manufacturing Company serves, 
Mr. Jacobs is at present chairman of the 
Wire and Cable Division of N.E.M.A. 
He is a member of the Chicago Club, 
Indian Hill Country Club, the Electric 
Club of Chicago, and the Electrical Man- 
ufacturers’ Club 


an in- 
He later was 
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Jacobs has served with the com- | 
He began, | 


Norge 


Arthur Kitson has just been appointed, 
effective April 10, manager of national 
Norge electric range sales, according to 
an announcement released by M. G. 
O’Harra, vice president in charge of sales, 
Norge Division, Borg-Warner Corpora- 
tion. 


ARTHUR KITSON 


Kitson, for several years, has been act- 
ing in the capacity of Norge electric range 
specialist, advising in connection with 
product, design, market requirements and 
sales activities. He brings to his new 
position 19 years of experience in the mer- 
chandising of electric ranges. 


Evanoil 


With the appointment of zone man- 
agers completely blanketing the country, 
the 1939 Evanoil sales campaign has 
already swung into action, according to 
A. W. Shields, sales manager of the 
Evanoil division of Evans Products Com- 
pany, Detroit. 

The appointment of the Evanoil zone 
managers and their territories as an- 
nounced by Mr. Shields are: H. J. Waff, 
Sr., Chicago; C. L. Bradford, Chicago, 
will travel Illinois, Indiana, eastern Wis- 


consin and eastern Missouri; O. , 
Steufer, Minneapolis, territory western 
Wisconsin, Minnesota, northern Iowa, 


North Dakota and South Dakota; Wil- 
liam Bailey, Kansas City, Mo., southern 
Iowa, western Missouri, eastern Ne- 
braska, Kansas and Oklahoma; H. A. 
Bobar, Denver, territory Montana, 
Wyoming, Utah, Colorado, New Mexico, 
Arizona; W. M. Birnbaum, Houston, 
Tex., territory Texas, Arkansas, Louisi- 
ana, Mississippi; E. L. R. Smith, Balti- 
more, territory New York, eastern Penn- 
sylvania, New Jersey, Delaware, Mary- 
land, District of Columbia; R. H. Boyer, 
Philadelphia, territory Maine, western 
Pennsylvania, northern W. Virginia, 
eastern Ohio, Vermont, New Hampshire, 
Massachusetts, Connecticut and Rhode 
Island; H. J. Waff, Jr., Norfolk, Va., 
territory southern W. Virginia, Virginia, 
eastern Tennessee, North Carolina, South 
Carolina, Georgia, Alabama and Florida; 
Clark E. Rucker, Oakland, Calif., terri- 
tory Washington, Oregon, Idaho, Nevada, 
California. 


Philco 


The Board of Directors of the Phila- 
delphia Storage Battery Company an- 
nounce the election of James M. Skinner 
as Chairman of the Board and James T. 
Buckley as president. 

Mr. Buckley will also retain his office 
as treasurer. 
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Bendix 


Jud S. Sayre, vice-president in charge 
of sales for Bendix Home Appliances, 
Inc., South Bend, Indiana, announced this 
week the appointment of W. C. Jones as 
assistant advertising and sales promo- 
tion manager. 

Mr. Jones will assist Parker H. Erick- 
sen, in the development of contests, ad- 
vertising plans, and promotional activi- 
ties. 

Jones first entered the appliance 
business in 1930 when he spent three 


years with G-E in Cleveland, and from | 


there he went to Harrisburg, Pa., where 


for four years he was sales promotion | 
manager for a specialty appliance dis- | 


tributor. Following this he was with 
Rex Cole, Inc., metropolitan New York 
appliance distributor, as campaign man- 
ager, until he joined the advertising de- 
partment of Hotpoint several years ago. 


Gilmer 


Matthew R. Oberholzer has been pro- 
moted to sales manager of the L. H. 
Gilmer Co., Tacony, Philadelphia. He 
assumes direction of sales for all the com- 
pany’s lines consisting of V-belts, and 
fabric and rubber-fabric flat belts and 
belting. During Mr. Oberholzer’s ten 
years in the Gilmer Sales Dept., he was 
for the last six years assistant sales man- 
ager, for four of which he headed the 
fractional-horsepower belts division. 


M. R. OBERHOLZER 


A. K. Schindewolf, from the Gilmer 
sales staff at Philadelphia, has been ap- 
pointed district manager for Louisiana, 
Mississippi nad Arkansas, 
quarters in New Orleans. 

In the Chicago territory, in charge of 
Andrew B. MacFarland, Division Man- 
ager, the following salesmen have been 
assigned new territories : 

O. K. McCullough has been made dis- 
trict manager for Kansas and western 
Missouri, with Kansas City headquarters. 
Cliff T. Pilkey takes charge of eastern 


Missouri and southern Illinois, also as 
district manager, operating from St. 
Louis. 

Fairbanks-Morse 


Robert H. Morse, Jr., manager of the 
Stoker Division of Fairbanks, Morse & 
Co., has announced the appointment of 
Cortice H. Hall as chief engineer in 
charge of development and design. 

Mr. Hall has been associated with Fair- 
banks-Morse for the past three years 
as Assistant Chief Engineer and has 
devoted himself primarily to the develop- 
ment of F-M anthracite burners. He 
was formerly Chief Engineer of Elec- 
tric Furnace-Man Inc. 


with head- | 


Horton 


Announcement comes from A. E. As- 
kerberg, general manager, Horton Manu- 
facturing Company, Fort Wayne, Indiana 
that Frank D. Wallace of Los Angeles, 
California has just been appointed as West 
Coast sales manager for the company. 


FRANK D. WALLACE 


For some months past, Mr. Wallace 
has been acting as Horton’s district man- 
ager for Southern California. In his new 
capacity, he will be responsible for sales 
in a much wider territory, embracing all 
of California, and the states of Oregon 
and Washington. 


Frances Weedman 


Frances Weedman, former director of 
home service for Edison General Elec- 
tric Appliance Company and Kelvinator 
Division, Nash-Kelvinator Corp., has an- 
nounced the establishment of an inde- 
pendant home economics consulting serv- 
ice at 154 East Erie Street, Chicago, Ill. 

The new service is organized “to pro- 
vide manufacturers, advertising agencies, 
printers and commercial photographers 
with diversified assistance aimed towards 
the selling, merchandising and advertising 
of food products, modern cooking meth- 
ods and home appliances . . . bringing 
to these endeavors the women’s point of 
view.” 

Complete facilities including a modern 
kitchen, testing equipment and a staff of 
trained assistants, are under the direction 
of Miss Weedman. 


Blackstone 
The_ Blackstone Manufacturing Co., 
Inc., Jamestown, N. Y., manufacturers 


of washers, ironers and vacuum cleaners, 
announce the appointment of E. L. Wiley, 
1700 Ambhurst Pl., Charlotte, N. C. as 
southeastern territorial representative. 


E. L. WILEY 


Mr. Wiley comes to Blackstone with 
twelve years’ experience in the refrigera- 
tor, radio and washer business. His 
previous associations include both dis- 
tributor and factory connections. 
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“Telethon 


REG. U.S. PAT. OFF 


ARE OUR 
BEST SELLERS” 


says Epwarp Bass, of the Edward Bass 
Electric Company, Boston, Mass. 


¢ “The demand for electric clocks is 
increasing steadily—and we're meeting that demand with Telechrons,” 
says Mr. Bass. “These well-designed clocks are our best sellers. 

“We always keep a good selection on display, and we find that 
our customers are continually stopping to look at them. Their repu- 
tation for accuracy and quietness is well known. Attractive design is 
The new designs are right up-to-the-minute. 

“Many of the Telechron clocks we sell are bought for gifts, and 
we're expecting to do a big business in them during May and June.” 

How is your stock of handsome Telechron clocks? Get ready for 
the June gift season now! 


the final selling point. 


See your Telechron distributor. 


WARREN TELECHRON COMPANY « 15 MAIN STREET, ASHLAND, MASS. 


ADMINISTRATOR, Model No. 2HO07-8r, is ATTENDANT, Mode! No. 7H85, is the popu- 


2 new wall clock in brown plastic. $3 95 lar low-priced Telechron alarm. In brown 
Retails at only . plastic case, it retails at only $2 95 
Buffet, Model No. 2H07, same design (differ- Ivory, $3.50. . 


ent dial) in assorted colors. Retails at $3.50. with luminous numerals and 


hands, is $1 more. 


Dispatcher, 


ADVOCATE, Mode! No. 3H77, an attractive 
new design of wood covered with black 


Textileather. An attractive model 
with many uses. To retail at only $5.95 


VAGABOND, Mode! No. 4H89, is idea! for 
the ship-lover. Mahogany panel and wheel 
studded with metal spokes. A fine 

clock to retail at ; $9.95 


PHARAOH, Mode! No. 4F6!, adds efficiency 
to desk, mantel or table. Mahogany case 


has vertical side inlays. A good 
seller to retail at $9.95 


KIRKWOOD, Mode! No. 4H87, is a handsome 
design in beautiful vertical-grained wood. 


It offers a really outstanding value. 
Retails at ... * $6.50 


GENDARME, Mode! No. 


7F71, 
alarm in black plastic o, retails at 
In ivory at $5.5 $4. 95 
Sporkler, with luminous _ and hands, 
is $5.95 in black, $6.50 in ivory. 


attractive FINESSE, Model No. 4H9!, has blue or 
brown genuine leather-covered case, brown 
mahogany base, top and side trim. A new de- 
sign that has already proved its 
popularity. Retails at * $9. 95 
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G. E. Supply 


A. J. “Augie” Lutz, for the past 15 
years district manager of the General 
Electric Supply Co., with headquarters 
in Seattle, has been transferred to the 
Chicago offices of his company where 
he will assume the position of District 
Supply sales manager. The new ap- 
pointment becomes effective May 1. 


A. J. LUTZ 


Announcement of the transfer of Mr. 
Lutz was made by J. Busey, presi- 
dent of the General Electric Supply 
Corporation, of Bridgeport, Conn., who 
flew from New York to Seattle to an- 
nounce creation of a new North Pacific 
District office and the appointment of 
H. C. Gerster, formerly the Western 
Regional Sales and Appliance super- 
visor, with headquarters in San Fran- 
cisco, to head the new district. The 
new district, Busey stated, is a con- 
solidation of the former Seattle and 
Portland districts and will include East- 
ern Washington. 

Busey also announced that Fred A. 
Block, Mr. Lutz’s assistant, formerly 
District Appliance sales manager, has 
been named District Supply sales man- 
ager. 


Joseph Woodwell Co. 


Joseph Woodwell Co., distributors, 
Pittsburgh, Pa., announce the appoint- 
ment of Wallace Russell as manager of 
the Appliance Division. 


General Electric Radio 


Perry F. Hadlock, associated with the 
manufacture, design; and sale of General 
Electric radios for the past eleven years, 
has been named manager of the G-E 
radio sales division, it has been announced 
by C. M. Snyder, general appliance sales 
manager. Mr. Hadlock succeeds E. H 
Vogel, resigned, and will continue to 
make his headquarters at Bridgeport, 
Conn., where he has held the position of 
radio commercial engineer since 1935. 


PERRY F. HADLOCK 


MAY, 


Barlow & Seelig 


O. S. Peterson, Los Angeles, has been 
appointed representative on Speed Queen 
products for southern California, and H, 
E. Caygill, San Francisco, Speed Queen 
representative for the northern part of 
the state, according to R. I. Petrie, presi- 
dent of the Barlow & Seelig Mfg. Co, 
Ripon, Wisconsin, manufacturers of 
washers, ironers, and refrigerators. 


Armstrong Products 


William Bailey, 323 Brush Creek 
Boulevard, Kansas City, Mo., has been 
appointed a representative of the Arm- 
strong Products Corp., manufacturers of 
portable electric ironers, heaters and 
table a according to an announce- 
ment by L. O. Reese, vice-president of 
the company. Mr. Bailey will represent 
the company in the states of Missouri, 
Kansas, Iowa and Nebraska. 


Marshall Adams 


Former advertising and sales promo- 
tion manager for Westinghouse and, 
more recently of American Radiator, 
Marshall Adams has become an inde- 
pendent consultant in sales, merchandis- 
ing, sales promotion and advertising with 
offices in the Chamber of Commerce 
Building, Cincinnati, Ohio. A New 
York office is maintained at 551 Fifth 
Ave. 


Proctor Electric 


Proctor Electric Company, Phila- 
delphia announces that L. C. Brady, 2835 
Colorado Boulevard, Denver, Colo., has 
been added to their list of representa- 
tives. Mr. Brady will represent Proctor 
in Wyoming, Colorado, New Mexico and 
the eastern part of Montana. 

Miss Ann Sampson, 77 Perry St., New 
York City has been added to their list 
of demonstrators. Miss Sampson is 
demonstrating appliances in Wanamakers, 
New York City. 


Link-Belt Stoker 


The appointment of Kenneth C. Ells- 
worth as manager of the Link-Belt 
stoker eastern division, with headquar- 
ters at Philadelphia, is announced by 
J. E. Martin, head of the stoker divi- 
sion of Link-Belt Company, Chicago, 
Ill. 


Swartzbaugh Mfg. Co. 


Walter E. Gibson, in the headquarters 
organization of the Swartzbaugh Mfg. 
Company (Everhot) for several years, 
has been appointed advertising manager 
of the company, according to an an- 
nouncement by J. B. Swartzbaugh, presi- 
dent. 


WALTER E. GIBSON 
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Globe-American Ranges 


Pierre L. Miles has been elected vice- 
president of Globe American Corporation 
of Kokomo, Indiana, according to an an- 
nouncement by Alden Chester, vice-presi- 
dent and general manager of that com- 
pany. 


PIERRE L. MILES 


Mr. Miles will maintain sales offices in 
the Civic Opera Building, Chicago, for 
the purpose of marketing throughout the 
United States a new line of electric 
ranges which the Globe American Corpo- 
ration, well known in the stove and range 
business, will produce in their factory at 
Kokomo. 

Long prominent in the development of 
electric cooking and water heating, Mr. 
Miles has resigned from the board of 
directors of the A. J. Lindemann & 
Hoverson Company of Milwaukee. For- 
merly as general sales manager of the 
Edison General Electric Appliance Com- 
pany, he was identified with the Hot- 
point line of ranges and water heaters 
for many years. More recently he was 
sales manager of similar products for the 
Nash-Kelvinator Corporation of Detroit. 


Electromaster 


Joseph O. Wilson, who joined Elec- 
tromaster, Inc., Detroit, Mich., the first 
of the year to handle new product de- 
velopment, has been named Sales Pro- 
motion Manager of that company. He 
will also be in charge of advertising and 
will direct the operation of all factory 
branches. 


JOSEPH O. WILSON 


Mr. Wilson was formerly with Bendix 
Home Appliances, Inc., South Bend, 
Indiana. 


Maytag 


_A. H. Taylor, Maytag factory manager 
since July 1, 1937, today was elected vice 
president in charge of manufacturing of 
The Maytag company at a meeting of 
directors following the annual stock- 
holder’s meeting of the company today. 

All directors and other officers of the 
company were re-elected. 

Prior to Mr. Taylor’s coming to 
Newton from Cleveland, O., he had been 
connected with a number of nationally 
known manufacturing concerns. 
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YOU ARE, if you're trying to sell on price alone. 
You may as well make up your mind now that you 
can't undersell Mail Order Houses and other strictly 
price competition. So why not sell Washers with 
an EXCLUSIVE Feature which they can't furnish? 


Here's the Ax that will end 
the “Big Bad Wolf" for You! 


—the Invertible DUO-DISC Agitator, 
combining both "Submerged" and 
"Surface" washing within the one tub 


SUBMERGED AGITATOR 


No Mail Order House or other low price competition can offer this 
It offers your prospect 


Sensational Double Purpose DUO-DISC Agitator. 
not only the efficient “sub- 
merged" agitator for normal 
loads, but also the Inverted 
DUO-DISC as a "surface" 
agitator for blankets, rugs, 
quilts, and other bulky articles. 


WASHING 
in ONE tub 


Demonstrations 
Convince Housewives! 


When a washer prospect comes 
into your store talk ''2-Way Wash- 
ing.” If it's a question of price 
alone, you can hold most sales 
because the LAUNDRY QUEEN 
line starts at $39.95. But the im- 

rtant thing for you to do is— 
alk "'2-Way Washing." Demon- 
strate it—Sell it. That's the best 
way to make your Washer business 
profitable. It's the sure way to 
stop losing sales to low price 
competition. 


Why not quit kidding yourself on 
this matter of Price Competition? 
Why not start making Profits in- 
stead of Trading Dollars? Sell 
the Washer with a Feature no 
Mail Order House can offer—The 
Invertible DUO-DISC Agitator. 


VISIT OUR DISPLAY SPACE 529 
AMERICAN FURNITURE MART 
CHICAGO — JUNE 5-17 


Write Today for the AUTO- 
MATIC Laundry Queen 
Dealer proposition. 


AUTOMATIC WASHER CO. 


Automatic Laundry Queen Model 94 


NEWTON, IOWA 
AUTOMATIC WASHER CoO., 
= 227 W. Third St., Newton, Iowa. 
Gleaming $ © 5 : Send me complete information and your dealer propositi on Aut te § 
« Laundry Queen Washers. 
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Sprit or- Grille Table: 


3 New Models! 
3 New Low Prices! 


One for every purse and purpose « All 
3 Models have New Extra Insulation 
e New Lift-or-Tilt Hinge « Automatic 
Oven Control, with Off-Switch on Dial 
« New Type Grille Rack « Special Cord 


Never 


that banishes “IRON-FATIGUE” ing Wate Enamel : Enamel Inset Pan 
Cooking Instructions. 
THE GREATEST AD- 


VANCE EVER MADEIN MODEL 120 109 108 

IRON MANUFACTURE Shape Rectangular Oval Oval 

A touch and it Vifts itself. Aw- Capacity 18 11 9 gts. 
other touch and it automatically Oven W attage {A. C.} 1320 1320 1000 . 
resumes ironing position — no Pan Set Triple X Glass Aluminum Aluminum th 
lifting or tilting. Price $24.95 $ 1 9.95 $ 1 7.95 a 
New Never-Lift Stand— oI 
New 3-Speed Selector which New Detachable $2.50 $2.00 $2.00 m 
tunes heat to ironer’s speed Broiler Unit additional additional additional p 
— Dreadnaught Heating Unit 1500 watts 1500 watts 1320 watts 

— Gold Alloy Thermostat 


Conteste—-Gases to Rentag NEW ROAST-OR-GRILLE TABLE—Streamlined matching table in cobalt blue and white. Holds any 


Roast-or-Grille at cooking height. Convenient shelf for pan set, broiler unit, cord, etc. Only $2.50 


ROCTOR 


PROCTOR ELECTRIC COMPANY «+ 7th AND TABOR ROAD «+ PHILADELPHIA 


Temperature in 30 Seconds 
—Tested Dial of Fabrics — 
Built-in Switch — 8-foot 
Built-on Cord —Air-Cooled For Dealers—W indow Dis- 


Handle — Thumb Rest — plays, Window Streamers, 
Wedge Point—Streamlined Prizes for Window Dis- 


Roast-or-Grilles 
lrons Toasters 


Wafflers 


in Red, Black and Chromium plays, Sales Clerks’ Buttons, 

—30-Day Money-Back Offer 

— 3-Year Guarantee — List 
Price $12.50. 


Demonstrators, Advertising. 
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Prottas & Levitt of Seattle, Wash., 
who won third prize in General Elec- 
trics recent window display contest 
on ‘aundry equipment, have been ad- 
vertising a free offer of two-years’ 
laundry soap, with “your old washer 
taken aS part payment.” 


* * * 


Sears Roebuck of Spokane, Wash., 
ended March with a week’s electric 
range demonstration by a home serv- 
ice representative from the Washing- 
ton Water Power Company. Free 


wiring, or a liberal trade-in allowance. 
was Offered for the week. 


* * * 


Recent advertising stunt of the 
Washington Water Power Company 
was offer of a prize to the house- 
wife digging up the oldest bill from 
the company for electric service. Of 
course, the bill when found offered 
material to point the contrast with the 
low cost of modern electric service. 
Spring months were devoted to range 
and water heater promotion by this 
company. 

* * 


More than 100 dealers of Spokane, 
Wash., have formed themselves into 
the Inland Empire Electrical Equip- 
ment Association, whose aim, under 
the encouragement of the Washington 
Water Power Company, is to reach a 
$3,000,000 sales goal during 1939. The 
association has been doing some pro- 
motional advertising of electric ranges, 
featuring the theme “Electric cooking 
costs only 4 that much.” This is part 
of the power company’s contribution, 
which has offered at least half of its 
$100,000 advertising budget for “use 
advertising” to be run over the associa- 
tion’s signature. President of the new 
association is Charles Hebberd, vice 
president is Harold Bacon, secretary. 
Lewis A. Lewis; treasurer, Alvin Jen- 


sen. Other directors are L. R. Shahan, 
E. S. Berquist, R. C. Nelson, Harry 
B. Rogers and R. J. Franks. Similar 


associations are being formed in other 
towns in the utility’s territory. 


* * 


Electric range sales curves are flat- 
tening out, says H. J. Merilees of the 
B. C. Electric Railway Co., Ltd., re- 
porting the sale of 41 electric ranges 
from their Vancouver salesroom during 
February. In former years, the record 
was about half that many. 


x* * * 


A traveling display service is being 
organized by the B. C. Electric Com- 
pany for dealers in its territory. A 
small sum each month will bring an 
experienced window dresser on regu- 
lar calls to the store of the subscribing 
dealer, where he will take care of all 
display requirements. 


* * * 


During the exhibit of the G.E. Magic 
Kitchen in the Granville St. display 
rooms of the B.C. Electric Company at 
Vancouver, B. C., during March more 

than 1,000 people a day were in attend- 


ance. The home service department 
reports requests for about 100 kitchen 
— during that period, nearly as 


many as were furnished by the com- 
pany during the entire year of 1938. 


* * 


Five out of nine weeks of the Idaho 
Cookery Quiz campaign resulted in 
337 range sales by dealers, 213 by 
power company salesmen. This is 68 
per cent of quota with four weeks vet 


to go. Starting April 3 and running 
until June 3 in this territory is the 
Idaho Power Company’s “Dictators’ 


Campaign.” The dictators in this case 
are the various forms of water heating 
which consume time, money and energy 
from the householder. To be substi- 
tuted is a beneficent reign of electric 
water heaters, for which a quota of 
600 has been set for the nine-week 
Campaign. Dealers are expected to sell 
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Bill Sickinger Demonstrates New Range 


W. H. "Bill" Sickinger, veteran electric range engineer, demonstrates (right) a 
new electric range being put on the market by Malleable Steel Range Company 


of South Bend, Ind. John J. Wolverton, Sr., 


president of the company is at the 


left. Malleable have 40 years experience in the stove business before introducing 
their first electric model. 


Western 


NEWS FLASHES 


200 units. Sales promotion for this 
event calls for direct mail preparation 


| for use ahead of regular sales calls, 


| plus newspaper and radio advertising, 


and special window displays. Adolf 
Watertank, Benito Monkeystove and 
Joe Furnacecoil are the designated vil- 
lains of the drama. 


* * * 


Some 60 dealers of Montana recently 
commemorated 25 years of electric 
refrigeration manutacture by the 


| Kelvinator company by a dinner held 


| in Butte, 


Montana. L. I. Taylor, dis- 


tributor from Billings, Montana, 
presided. 

* * 
The Norge Company of Billings, 


Montana, has moved to new quarters 
and has enlarged its air conditioning 
and heating department. Added is a 
service department for repairing all 
makes of electrical appliances. 


* * * 


An electrical show to be held in 
April was scheduled by the Electrical 
Appliance Association of Butte, Mon- 
tana. New officers elected in 


A Travelling Stoker Display 


Pe 


Anchor Stove and Range Company are putting these new demonstrator truck 


units in service for their regional factory salesmen. 


Two units are carried—a resi- 


dential Kolstoker and an Anchor Stoker-fired cabinet heater—bolted onto the 
truck floor. Left to right: Clifford M. Lewis, company sales manager and Ollie 
Williams, regional sales representative. 


1939 


March | 


are: Martin Fleming, Ellis Paint Co., 
president; A. Doyer, Dreibelbis 
Co., vice president; and Tom 


Kirby, Bertoglio-McTaggart, secretary- 


treasurer. 


* * 


Utah’s “Up We Go” spring drive 
with its premium of aluminum cook- 
ing utensils given with each range 


sale, is off to meet its quota of 1,500 
ranges, 750 water heaters and 600 
I.E.S. lamps. Featured in March were 


a series of cooking schools conducted 


by Mrs. Ardell Welch at the Tribune- 
Telegram auditorium specializing in 
Monarch, Frigidaire and Kelvinator 


equipment at weekly intervals. 


* * * 


“newest model all-electric 
kitchen” was on display in the Salt 
Lake City salesroom of the Utah 


Power and Light Company for a lim- 
ited period during April. Lumber 
dealers who supplied the cabinets pro- 
vided supplementary advertising, while 
the utility suggested starting on an 
all-electric home by purchasing ap- 
pliances step by step. 


* * 


Special reduced prices on small 
appliances “while they last” were. of- 
fered through power company and 
dealers in Utah during April. Among 
the specials were a coffee maker and 
15-piece glassware set at $5.95, a G.E. 
twin hotplate at $8.95 and a Silex 


glass coffee maker at $4.95. 


* * * 


A six-weeks range campaign has 
been on in Las Vegas, N. M., combin- 
ing activities of the Las Vegas Light 
and Power Company and local dealers. 
Electric cookery schools have been 
utilized as a promotion feature. 


* * * 


“Advertising and Selling” is the title 
of an attractive new dealer publication 
being issued by the sales promotion 
department of the B.C. Electric Rail- 
way Co. at Vancouver, B. C., for the 
benefit of dealers, contractors and sup- 
ply firms throughout their territory. 


* * * 


Registration at the sales classes for 
dealers and dealer salesmen conducted 
earlier this spring by the B.C. Electric 
Company at Vancouver, B. C., totaled 
362, with over 500 attending the final 
banquet. A quota of $3,390,000 in new 
electrical business for 1939 was set at 
this event. This objective includes 
$1,800,000 for Vancouver dealers in 
appliance sales, $600,000 for B.C. Elec- 
tric appliance sales, $110,000 for 
installation of appliances, $180,000 for 
electrical work on 2,000 new homes, 
$120,000 for electric fixtures sold to 
these homes, $190,000 for wiring and 
new fixtures in remodeling jobs, 
$250,000 for industrial power and heat- 
ing, $50,000 for commercial power and 
heating and $90,000 for line extensions 
and interior wiring for 1,200 new rural 


customers. 
* * * 


Appointment of R. B. Bragg as dis- 
trict manager at Yakima, Wash., to 
succeed the late L. R. Sheeley, and of 
W. H. Till to head the Walla Walla 
district position vacated by Mr. Bragg 
was announced recently by the Pacific 
Power & Light Company. 


* * * 


A special trade-in offer was part of 
the spring drive of the Seattle City 
Light Department for electric ranges, 
water heaters and refrigerators. The 
customer’s old stove could be applied 
to cover cost of wiring and in addi- 
tion provide a “substantial credit” to 
apply on range purchase. This offer did 
not apply to new homes now under 
construction. 


* * * 


The Public Service Company of 
Colorado devoted April to a survey of 
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When General Electric's air conditioning department appointed Blagden Bros., 
Inc., distributors for heating, cooling and air conditioning equipment in New 
Guests saw, among other things, 
air “cocktail” demonstrated by W. A. Gluesing (left), Thomas Blagden christen 
an air conditioning unit with a bottle of 
The bottle of " 
but contained millions of gas molecules. 


York City, they held a party recently. 


operated by sunlight. 


all customers in Denver. This survey 
is being conducted by 200 trained men 
in cooperation with the Electrical 
League of that city. Customers will 
be acquainted with the advantages of 
a recent decrease in rates and at the 
same time the desirability and neces- 
sity for adequate wiring will be 
explained. G. Buck, president of 
the Denver League and commercial 
manager of the utility, states that a 
market for 500,000 appliances is being 
revealed by the survey. 


* * * 


Gifts for every guest were offered 
by the Electrical Equipment Company 
of Phoenix, Ariz., in honor of Kelvina- 
tor’s 25th Birthday Party, which they 
celebrated in their store during the 
first week in April. 


* * 


A three-day electrical exposition_was 
a late March event in Greeley, Colo. 
Every dealer in town was represented 
with an effective display. This com- 
munity has recently organized a mer- 
chandising group which has affiliated 
with the Rocky Mountain Electrical 
League. R. F. Chandla, Harrison- 
Inglefield Co., is president; L. 
Dauth, Home Gas & Electric Co., 
secretary-treasurer. 


* * * 


“Bring us your beard”, advertises 
Weisfeld & Goldberg of Seattle, Wash., 
who recently added a licensed barber 
to their employees for the demonstrat- 
ing of electric razors. 


“Grand opening” of a remodeled 
streamlined store was announced by 


Schwabacher-Frey of San Francisco, 
with a number of “electrical balcony” 


_ specials as features of the event. 


* * * 


For the sixth consecutive year the 


| Electric Appliance Society of Northern 


California is sponsoring a spring sales 
drive on electric refrigerators, April 
10 to May 6. The slogan for the cam- 
paign is “Inside Facts—More than 
ever in 1939 an electric refrigerator 
| pays for itself.” The economy angle 
is represented by the figure of a small 
Scotchman who appears in counter 
cards and advertising to point out the 
importance of lower operating cost, of 
| controlled cold, of controlled humidity 
and of greater storage space. Radio. 
| clip sheets and free mat service will 
| be used. A window display contest 
| with prizes totaling $240 inaugurates 
| the drive. 


MAY, 


nothing” was an almost perfect vacuum 


1939—ELECTRICAL MERCHANDISING 


groun 
win de 
artific 
young 
Fraze 


three 


to 1! 
in tl 
pany 
3,00 
a to 
be 
her 
man 
shee 
of t 


a liquid 


“nothing” (center) and a motor 


The ironer promotion in northern 
California which follows the “San Jose 
plan” of furnishing ironing lessons on 
purchase, the cost of these to be pai’! 
through an increase in the price of al! 
ironers, is now well under way. It is 
to run for the balance of the year. 


* * * 


The Valley Electrical Supply Com- 
pany of Fresno, Calif., ended April with 
a range and water heater campaign, 
which carries over into May. Electric 
roasters also received some promo- 
tional advertising with which local 
dealers tied in. 


* * 


Stunt demonstrations which drama- 
tize the modern magic of present day 
cooking methods have been featured 
in the sales presentations of electric 
dealers during the spring range cam- 
paign in Los Angeles, Calif., which 
started on April 3. An egg fried on an 
upper unit of an electric range on a 
paper plate is one of these. A paper 
plate is placed on top of a heating 
element, an egg is broken into the 
plate and the egg fried to perfection 
without burning the plate. Similar!) 
water is boiled in an ordinary paper 
drinking cup placed directly over 4 
burner, and fish is broiled in the oven 
on a piece of brown paper, without 
burning the paper. A group of Los 
Angeles home economists were in- 
structed in these marvels by Mrs 
Fay Newsome, cooking expert of the 
Los Angeles Bureau of Power & 
Light, immediately preceding the cam- 
paign, with the idea that they would 
utilize the stunts in demonstrations in 
dealers stores to bring out the advan- 
tages of cooking with heat without 
flame. 


* * * 


Approximately 400 salesmen of the 
San Francisco Bay district are enrolled 
in the conference classes which are 
being conducted by the Electric Ap- 
liance Society of Northern California. 
They are designed for men with ex- 
perience, who will share and impro\ 
their knowledge, under the conferen 
leadership of Ferris M. Wakely. Re: g- 
istration fee is $3, of which the 
salesmen pay $2, their firm $1. This 
entitles the participant to the syllabus 
and summary material developed from 
the group study. 


*_* * 


An electric refrigerator display whi h 
stopped traffic in Los Angeles was t'i¢ 
Leonard window of the Los Angeles 
Furniture Store. Lined with a back- 
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ground of refrigerators, the entire main 
window was floored with a surface o/ 
artificial ice on which an attractive 
young woman skated gracefully. M. A 
Frazee, electric appliance manager, 
reports a marked increase in business 
as a result of the window. 


* * * 


New chairman of the Pasadena Elec- 
trical Dealers’ Assn. of Pasadena, 
Calif., is Roy S. Brace. Clayton Russ is 


secretary. 


Estimates by housewives as to how 
much it would cost to cook meals for 
three days for a family of four on an 
electric range, which were solicited b 
the Southern California Edison Com- 
pany, averaged about 59¢. The actual 
cost of cooking the meals, detailed 
menus for which were supplied, came 
to 193¢, as recorded on a sealed meter 
in the test made in the Edison Com- 
pany laboratories. Up to March 10, 
3,000 cards had been received from cus- 
tomers and the company estimated that 
a total of about 5,000 estimates would 
be received. Each woman sending in 
her vote received a call from a sales- 
man who presented her with a cookie 
sheet and informed her of the results | 
of the test. 


* * 


Announcement in its customer’s bul- | 
letin by the Bureau of Power & Light 
of Los Angeles, Calif. states that for | 
the convenience of home owners, build- | 
ers and architects the Bureau offers the 


Some Speed! 


A speed unit on the new Roberts & 
Mander “Quality” electric range is so 
fast, they claim, that you can boil water 
in a pan when a piece of paper is in- 
serted between the unit and the pan and 
the paper remains unharmed. 


services of engineers and appliance spe- 
cialists, without cost, in connection with 
the various problems relating to elec- 
trical installations in modern homes, 
business and industrial establishments. 


* * * 


Sent out to all customers of the Los 
Angeles Bureau of Power & Light in 
its published bulletin was a question- 
naire asking two questions: “How much 
do you think it would cost per month 
to cook with an electric range?” and 
“How much do you think it would cost 
you per month to heat all the water 
you need?” Customers were advised 
that they need not sign the replies, 
but if they desired the correct estimates 
for these figures they were to send 
name and address. 


* * * 


With adequate wiring the theme of 
the meeting, over 400 architects and 
engineers were recently entertained at 
a dinner program as guests of the 
Electrical Development League of 
Southern California. The program cov- 
ered such features as lighting, lighting 
fixtures, industrial equipment, domestic 
electricity and home building in their 
relation to adequate wiring. W. B. 
Cheney, Southern California Edison 
Company, was master of ceremonies, 


while W. L. Stickel of the Electrical 


ELECTRICAL MERCHANDISING—MAY, 


THE 


OF A SUCCESSFUL 


INDUSTRY! 


W. thought you might be interested 
in this picture of one of the “old-timers.” 
Wooden tub, open gear drive, old-fash- 
ioned motor with grease cups and oilers 
—yet it was heralded as a sensational 
advancement... and it was. As you look 
at the “old-timer” alongside the smooth- 
running, efficient washing machines you 
sell today, it’s hard to believe that this 
rather crude machine was really the pio- 
neer of a great and successful industry. 


The motor you see on the “old-timer”’ is 
one of the first Sunlights. It’s not much 
like the powerful, noiseless power units 
we are building today. Like the washing 
machines, Sunlight motors have been 


1939 


improved and advanced since the begin- 


ning of the industry. As the history of 
the washing machine industry has been 
written, the story of Sunlight motors has 
developed. For Sunlight motors are a 
vital part of this successful industry. 


Today the Sunlight motor, with its many 
features, such as bearings that require no 
oiling during the life of the motor, bal- 
anced armature and rubber mountings, 
is the specified power unit in 1939's finest 
washing machines—just as it was when 
the “old-timer” wrote the first chapter 
in the history of a successful industry. 
Sunlight Electrical Division, General 
Motors Corporation, Warren, Ohio. 
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THIS SEAL 


helps put her name 


This seal is a guarantee of quality under the surface. 
It means that the steel is a special development of the 89 
research laboratories and 1700 technical experts of the 
United States Steel Corporation Subsidiaries. Its im- 
portance as an indication of through-and-through crafts- 
manship is now being told to buyers in advertising in 
America's most widely read magazines. You will find it a 
valuable aid in selling refrigerators, ranges, washing ma- 
chines, and all other porcelain enamel products. 


Look for this symbol 
on steel products. It 
represents the highest 
quality, the finest 
metallurgical service. 


HE was just another “shopper” 

when she wandered into the show- 
room. You’d have thought from her 
attitude that she was “just looking,” 
not “buying.” 

But something caught her eye when 
she walked by this range. “What’s 
this,” she asked, pointing to the 
U-S-S VirrenaMEet seal, “something 
new?” 

And that set off the salesman. 
“Madam,” he said, “that seal tells you 
that this range is built with the finest 
steel that money can buy ... U-S-S 
ViITRENAMEL. It means that the maker 
of this range is just as careful with the 
parts you can’t see as with the parts 
you can see. And ina range, that’s over 
nine-tenths of what you buy. How well 
that article is built, and what it’s 
made of, go a long way in determining 
the service you'll get out of the range.” 

To make a long story short, she 
bought the range—just the way thou- 
sands of people everywhere are buying 
household equipment that bears the 
U-S-S VirrenaMet seal. So take ad- 
vantage of this label of quality. Put it 
to work in your selling and it will pay 
you big dividends in extra sales. 


VITRENAMEL SHEETS 


CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
United States Steel Products Company, New York, Export Distributors 
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Development League appeared re -yr. 
rently on the program to point the 
moral of each presentation. The pro. 
gram was in the form of a dramatic 
skit, the script for which was prep>re; 
by Mrs. Helen Hodges of the Bureay 
of Power & Light and R. E. Smit!) of 
the Southern California Edison (€o, 
Ltd. 


At a cost of $1,000,000 Montgomery 
Ward & Company have provided them. 
selves with a new building in Fresno. 
California. Electric appliance depart. 
ments are found in the basement and 
on the second floor. A Carrier system 
of air conditioning is one of the fea- 
tures of the new store. 


* * * 


The Fresno Refrigeration and Heat- 
ing Company of Fresno, Calif. an- 
nounce its appointment as distributors 
for Kelvinator commercial refrigeration 
and air conditioning. 


*_ * * 


An electric water heater contest, of- 
fering a weekly prize of a $100 electric 
water heater to the writer of the best 
essay on “I want an electric water heat- 
er because .. .” is being sponsored by 
the Portland General Electric Company 
in Portland, Ore. Entry blanks are to 
be obtained from any store displaying 
water heaters. Thirteen manufacturers 
are cooperating. This company an- 
nounces a range campaign for April 
and May to tie in with the Modern 
Kitchen Bureau’s drive. 


* * 


New additions to the staff of the 
Hawaiian Electric Company at Hono- 
lulu are Paul Anderson, formerly with 
the Los Angeles office of the Westing- 
house Electric Supply Company, who 
joins the Hawaiian Electric sales de- 
partment and Carl Shiffers, president 
last year of the Pacific Service Em- 
ployees’ Association, who becomes di- 
rector of employee activities in the per- 
sonnel department. 


* * 


In order to familiarize housewives 
with the low cost of lighting their 
homes, operating costs of different 
sized lamp globes at city rates will be 
stamped on the back of all bills sent 
out by the City Light Department o 
Seattle, Wash. J. D. Gawne, in charge 
of the lighting promotion of the appli- 
ance division is making an effort to 
have housewives call it a “power bill” 
instead of a “light bill,” which common 
habit, he says, gives the wrong impres- 
sion as to the expense of adequate light 


* * * 


The C-P gas range is not a serious 
factor in competition against electric 
ranges, says Geo. Noonan of the Jen- 
nings Furniture Company, Portland. 
Ore. He has been selling a number of 
gas ranges, but mostly to people who 
do not care as yet to undertake to wire 
their homes. They look forward ulti- 
mately, however, to cooking by elec- 
tricity and as a consequence they do 
not want to put too much money into 
their gas range. If they were going to 
buy an expensive appliance, he savs. 
they would make it electrical in the 
first place. 


* * * 


Meier & Frank of Portland, Ore. 
keep one inconspicuous corner of their 
electrical department set aside for a sun 
lamp with a comfortable chair beneath 
it for the use of any customers who 
wish to enjoy this service. It is regu- 
larly used chiefly by young girls, some 
of whom simply wish to acquire a sun 
tan, others who come regularly to take 
treatments, presumably under the doc- 
tor’s orders. The store makes them 
welcome and leaves them to themselves. 
figuring that the good will thus store 
up will find its way back to the store 
in some way, perhaps unforeseen. 
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Monn “SURE, HIS CHECK IS GOOD” 


a dramatic  Malleable Steel of South Bend 
h Prepared Enters Field 


Smit) of SOUTH BEND, Ind—A new entry 
to the electric range and water heater 
fed has been announced with unveiling 
his — of new models by the Malle- 
ble Steel Range Company, for more 
ontgomery than 40 years identified with stove build- 
ided them. ng. Increasing possibilities in the field 
in Fresno, oi electric cooking were cited as the 
ce depart. sincipal reason for the company’s move, 
ement and Bcording to John J. Wolverton, Sr., 
1er System Biresident of the company. 
of the fea- General Sales manager of the new 
dectric range division of Malleable Steel 
Range Company is W. H. “Bill” Sick- 
ager who has had 20 years experience | 
and Heat. (a electrical engineering and merchandis- 
Calif. an. of it with Rutenber Electric 
listributors gad the Crown Stove Works. 
frigeration 


—because the man who signed it has a good name. Likewise, in 


heating-element materials, Chromel is a good name. The users 
of Chromel know it stands always for high durability, uniform — 
resistance, and wire that is well spooled and clean. Wire 
that is nice to handle, and which, when put into a heating 


device, performs so well that it safeguards the good name of 


the device maker. . . . Thirty-three years of experience are 


melted, rolled and drawn into every pound of 


Chromel, which has been improved with every 
year. It is trustworthy. Specify Chromel. 


Hoskins Manufacturing Company, Detroit, Michigan 
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The Wine That Made Electric Heat Possible 


YOU CAN REALLY SELL 
IRONERS! 


\RONER 


PERFECT FOR 
WASHER DEALS! 


LIBERAL DISCOUNT 
ASSURES BIG 
PROFITS! 


EVER BUILT! 


Here’s a brand-new electrical appliance with its 
market so ready-made—the demand for it so spon- 
taneous—that already dealers throughout the coun- 
try are realizing that the new Mono-matic Ironer 


has opened up the ‘‘hottest’’ market 
appliance field has today! And no wonder.. 
women the comfort, convenience, and 


the home 
. it offers 
speed of 


operation they’ve always liked about cabinet-type 


ironers - 
and at a fraction of their price! 


- but without their complicated controls — 
Its Single Lever 


Action is the simplest of any ironer made—convert- 
ible to Knee Control instantly whenever wanted... 
the Big 20-Inch Roll handles large pieces with fewer 
operations than any other portable i ironer sold today 

.. and the Selective “‘Lag”’ Action asssures any 
woman a ‘‘professional’’ ironing job her very first 
time! That’s why the portable Victor Mono-matic is 
indeed the ‘‘World’s Easiest-to-Use and Easiest-to- 


Sell Electric Ironer’’ ever built! 


NATIONALLY ADVERTISED IN “LIFE” 


LIFE—the magazine with 18,000,000 readers! See 
the May 8 and May 29 issues for the current adver- 
tisements of Victor’s national campaign on the Mono- 
matic Ironer—the campaign that will bring pros- 
pective buyers straight to you by telling them to 
“‘Ask your dealer’’ and go to ‘‘your favorite appli- 


ance store!’’ 


Don’t disappoint the LIFE readers 


who ask you to show them the new Mono-matic. 
Put in your initial stock at once— use the forceful 
sales helps Victor has ready for you—and start this 


profit-booster working for you NOW! 
complete details today! 


VICTOR ELECTRIC PRODUCTS, INC. 


2983 Robertson Ave. 
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Cincinnati, Ohio 


Write for 


STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 
compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


March sales of household electric re- 
frigerators were not only better by more 
than 50,000 units than the volume of 
February a month ago but were greater 
by more than 75,000 units than the vol- 
ume of March 1938. In percentage of 
increase this amounts to 27.25% over 
February 1939 and 44.35% over March 
1938. Thus, for the combined months 
of January to March, 1939 sales have 
totaled 600,280 household models, or 
41.44% more than the comparable 1938 
output of 424,412 units. This gives 1939 
the second highest place in first-quarter 
business in the industry’s history—only 
1937, with first-quarter sales of 769,705 
units, exceeding the present output. Fol- 
lowing are estimates of industry sales 
by the EEI, based on data compiled by 
NEMA: 


MAR. 1939.........251,644 refrigerators 
174,332 refrigerators 
3 MOS. 1908....<< 600,280 refrigerators 


424,412 refrigerators 


Following is an analysis of electric 
refrigerator sales by sizes of boxes cov- 
ering the first three months of 1939 com- 
pared with the same months of 1938. 
The chief change from the 1938 figures 
is in the 6 to 6.99 cu. ft. box. 


Refrigerator Sales by Sizes of Boxes 
(NEMA Members Only) 


% to % to 
Total Total 
Chest Size 02% 07% © 
Up to 4.99 CuFt. 10.64 12.74 
5 to 5.99 CuFt. 20.64 25.60 
6 to 6.99 CuFt. 56.80 45.13 
7 to 7.99 CuFt. 4.62 10.20 
8 to 8.99 CuFt. 6.87 5.59 
10 to 12.99 Cu.Ft. de 32 
13 CuFt. and Up .29 35 
Total 100 % 10 % 
WASHERS 


A similar situation prevailed in March 
as in previous months of 1939, unit sales 
of household electric washing machines 
progressing far above the 1938 record 
but the major portion of the gains con- 


he MO 


centrated in the “under $70” models. The 
gains, as reported by the America 
Washing Machine Manufacturers Asso 
ciation for March 1939 versus Marc! 
1938, were as follows: Total Units 
35.65%; “Below $40 Models,” 20.76%: 
$40-to-$49.99 Models, 107.49%; $50-to- 
$69.99 Models, 44.87%. On the other 
hand, the “$70-and- Over” models were 
slight .61% short of comparable sales of 
last March. Thus, while unit sales in- 
creased 35.65% over March 1938 the dol- 
lar volume was but 23.15% ahead ; and 
likewise for the three months’ period, the 
unit increase amounted to 42.03% but the 
dollars were up only 28.95%. 


Pee 104,610 washer 
Mek 255,787 washer 

Saturation, January 1939—13,481,1%) 


homes, or 57.56% of total wired homes 

According to further information com- 
piled by the AWMMA, sales by rice 
classifications reveal that whereas in the 
first three months of 1938 51.01% of the 
total volume was done in models selling 
for $70-and-over, this year that model oi 
washer claimed but 38.36% of the total 
business of the first three months. 


Marcl 


Sales by Price Classifications 
Units Av. Ret. %to 


Price Total 

Below $40.00 

3 Mos. 1939 31,133 $ 36.36 8.57% 

3 Mos. 1938 19,325 $ 35.33 7.56% 
40-$49.99 

3 Mos. 1939 62,438 $ 47.04 17.19% 

3 Mos. 1938 30,833 $ 48.45 12.05 
$50-$69.99 

3 Mos. 1939 176,991 $ 62.59 48.72 

3 Mos. 1938 113,528 $ 63.06 44.38% 


$70 and Over 


3 Mos. 1939 92,739 $101.66 25.52% 


3 Mos. 1938 92,101 $105.55 36.01% 
Total 

3 Mos. 1939 363,301 $ < 100 % 

3 Mos. 1938 255,787 $ 74.50 100 % 


GAS ENGINE WASHERS 


Although the gas engine washer busi- 
ness of March made excellent progress in 


RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


No. of 
Dealers 

Middle Atlantic (1 state)... . 53 
Pennsylvania 


*East North Central (4 states) 57 


10 
**West North Central (4 states) 24 
tSouth (5 states)......... bate 21 
7 
+Mountain (6 states)......... 27 
Peeiic (3 stefes) .......... 142 
8 


Retail Sales—Department of Commerce 


Mfrs. Sales—National Electrical Manufacturers Assn. 


* Includes a few Wisconsin dealers 
** Covers dealers in la., Kans., 
t Covers Fla., Ga., Ala., 
¢ Covers Ariz., Colo., 


Okla. & Tex. 


Mo., & 
Ida., Mont., Mo. & Utah 


Retail Sales Manufacturers’ Sales 
Household Appliances Refrigerators 
Mar. 1939 Mar. 1939 Mar. 1939 Mar. 1939 

vs. vs. vs. vs. 

Feb. 1939 Mar. 1938 Feb. 1939 Mar. 1938 
+31.5% —1.2% +29.7% +75.8%, 
+315% — 1.2% +29.7%, +75.8% 
+37.7% +49% %t+41.7% +54.7% 
+410% + 9.09 +59.2% +51.8% 
+54.8% +19.6% +42.9%,  +67.2% 
+250% — 7.7% +34.7% +67.3% 
+61% + 8.9% +21.1% 
+ 8.7% —18.6% +17.1% +16.8°, 
+13.9% —I19.4%, +10.7% 1.9% 
+36.9% + 22% ++26.9% +38.7% 
+13.5% +11.9% —2.7% +13.4% 
+194% +11.0% — 2.6% +738 

—14.89 +15.9%, +10.2%  +42.9% 
+32.1% $+138% —9.2%  +20.8 
+21.3% +1.1% +224% +37.7% 
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36.36 8.57% 
35.33 7.56% 


47.04 17.19% 
48.45 12.05% 


62.59 48.72% 
63.06 44.38% 


01.66 25.52% 
05.55 36.01% 


% to 
Total 


67.64 100 % 
74.50 100 % 


SHERS 


washer busi- 
it progress in 


STORES, 
-RATORS 
cturers' Sales 
rigerators 
39 Mar. 1939 
vs. 
39 Mar. 1938 
% +75.8%, 
Jo +75.8% 
% +54.7%, 
lo +51.8% 
+67.2%, 
Jo +67.3% 
% +21.1% 
% +16.8%, 
1.9% 
+38.7%, 
+1349, 
+ 18% 
%, +20.8% 
 +37.7% 
NDISING 


The 


be models priced at less-than-$70 (unit 
les more than doubling the 1938 com- 
wrable volume), the poor showing of the 
a id-Over models resulted in a unit 
ss for the month of 12.87% and a dollar 
xs of 21.73%. On a three months’ com- 
wrison basis, unit sales of Jan.—Mar. 1939 
se 2.22% in excess of the 1938 business 
st the dollars are off by 6.03%, while 
yerage prices have dropped from $94.75 
1938 to $86.93 in 1939. 


(AR. 10,817 gas washers 
Mar 12415 gas washers 
29, 218 gas washers 
583 gas washers 


Sales by Price Classifications 


Units Av. Ret. % to 
Price Total 
Below $50.00 
3 Mos 1939 745 $ 44.11 2.55% 
3 Mos. 1938 
)-$69.99 


3 Mos. 1939 
3 Mos. 1938 
"0 and Over 
3 Mos. 1939 
3 Mos. 1938 


8,077 $ 63.90 27.64% 
4,466 $ 59.89 15.62% 


20,396 $ 97.86 69.81% 
24,117 $101.21 84.38% 


Total 

3 Mos. 1939 29,218 $ 86.93 100 % 

3 Mos. 1938 28,583 $ 94.75 100 % 
IRONERS 


Unit sales of household electric ironers, 

wvancing 8.20% in March 1939 over 
March 1938, brought the volume for the 
three months up to a total of 27,831 
roners, or 8.80% under the 30,517 sold 
in the same months of 1938. Reports 
fom the American Washing Machine 
Manufacturers Association indicate a 
gin of 397.12% in March sales of iron- 
es selling for less than $30, but a loss 
f 15.98% in the $30-to-$49.99 models, a 
ss of 10.18% in the $50-to-$79.99 mod- 
ds, and a loss of 7.36% in the $80-and- 
Wer models. As a result of the in- 
creased buying of the less expensive 
roners, a comparison of the three months’ 
business of both years shows a loss of 
§80% in units and 15.75% in dollars, 
ith average prices $85.21 in 1938 com- 
gared with $78.72 in 1939. 


10,727 ironers 
Saturation, January 1939 — 1,449,100 


jomes, or 6.19% of total wired homes. 


VACUUM CLEANERS 


From the Vacuum Cleaner Manufac- 
turers Association comes the report that 
foor models of household electric vacuum 
leaners had the largest volume in March 
f any month since May 1937. Sales, 
wtaling 122,785 floor units, were up 
6.25% compared with March 1938 and 
4.90% compared with February 1939. 
For the three months of 1939 the accumu- 
ative volume stands about parallel with 
that of the same months of 1938. 


With hand cleaners the picture was not 
a bright. Sales for March fell 17.48% 
mder the comparable business of March 
1938, thereby running the three months’ 
volume 8.67% under the 1938 compara- 
tive: 
MAR. 1939....122,785 floor cleaners & 
29,470 hand cleaners 

Mer, 1938...... 105,621 floor cleaners & 
35,713 hand cleaners 

} MOS. 1939..288,678 floor cleaners & 
78,498 hand cleaners 

3 Mos. 1938... .286,842 floor cleaners & 
85,956 hand cleaners 


Saturation, January 1939—11,467,460 
tomes, or 48.96% of total wired homes. 


ROASTERS 


A spectacular increase of 46.70% was 
teported by NEMA for March sales of 
tousehold electric roasters compared with 
March 1938—thus eradicating the Janu- 
ary and February decreases of 22.62% 
and 26.60% and running the three 
months’ volume up 9.30% beyond that 
of the same months of 1938. 
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Indispensable for the home — 
at the Shore— 
or any Summer Cottage 


BROILS—BAKES—ROASTS 


Cooks a complete dinner for six persons—better 
than a roaster—results equal those of the finest 
electric range oven. No new cooking methods to 
léarn and best of all 


* Requires No Special Wiring 


Right now and the Summer months to follow, in- 
crease your sales and profits with 


UNIVERSAL 


ELECTRIC OVENS 


If It’s a It's Right 


manuracruseo sy LANDERS, FRARY & CLARK conn. 
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20 SPECIAL 
SELLING FEATURES 


ROASTS - BAKES 
BROILS - FRIES 
TOASTS - GRILLS 


@ Since 1884, Everhot has studied women’s requirements and 
preferences in cooking equipment. These 55 years of experience 
enable Everhot to offer you an exceptionally salable line of modern 
electric roasters. In Model 750, shown above, for example, women 
are instantly attracted by its handsome appearance and large 
capacity (accommodates 20-Ib. turkey). They like its hi-reflector 
hinged cover, its elevating rack, safety lift handle, cool body 
handles, shallow meat pan, cookie sheet, ruby-lite signal, hydraulic 
bulb-thermostat, band-type element, automatic control, etc. 


NEW EVERHOT BROILER AND GRIDDLE 


Everhot has kept in mind the dealer’s 
problem of fitting the sales unit to the 
customer’s purse. Everhot roasters may 
be purchased without any attachments. 
For $3.95 additional, the new Everhot 
broiler may be added. For a slight addi- 
tional amount, the new Everhot frying 
griddle may be included in the purchase. 
The new broiler, fast-acting and easy to 
clean, has a reversible reflector that can 
also be used with the frying griddle. 


INCREASE THE UNIT OF SALE WITH 
TIMED COOKING 


Women are fascinated by the idea of being 
able to have a meal start cooking while ab- 
sent from home. The Everhot Timer Clock 
turns the current “on” and “off” (or “off” 
only) at any time desired within an 11%- 
hour period. 

Everhot participates prominently in the national roaster ad- 
vertisin, campaign reaching 9,000,000 prospects. See your Everhot 
jobber or write for complete information. 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO, OHIO... ESTABLISHED 1884 


New DeLuxe 
Model 765 
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NEW BOOKLETS HELP YOU SELL 


AIR CONDITIONING MFGRS. 


A new 12-page booklet which tells the 
story of air conditioning in an instructive 
and entertaining manner has just been 
announced by the Air Conditioning 
Manufacturers Association, Southern 
Building, Washington, D. C. Four char- 
acters in cartoon style—Tempy, Drippy, 
Dustry and Stirry—personify tempera- 
ture, humidity, cleanliness and air motion, 
respectively, and the ordinarily complex 
subject of air conditioning is thereby 
rendered simple to grasp. 


GENERAL ELECTRIC 


“Double Crossed!” is the title of a new 
booklet just issued the General Electric 
Appliance and Merchandise Department, 
Nela Park, Cleveland, to describe the 
new G-E electric sink which combines 
the dishwasher and the garbage disposall. 
The booklet is illustrated with many 
pictures and graphically tells the story 
of the advantages of owning these appli- 
ances. 


METROPOLITAN DEVICES 


Metropolitan Device Corp., manufac- 
turers of Murray switches at Brooklyn, 
N. Y. have issued a new catalog on their 
switch line. 


KITCHEN MAID SALES 


“Kitchen Planning Simplified” is the 
title of a new booklet recently issued by 
the Kitchen Maid Sales Company, 101 
Park Ave., New York City and Andrews, 
Ind. The book tells the story of the 
modern kitchen in full color pictures and 
illustrates the part unit kitchen cabinets 
play in kitchen planning. 


KAWNEER CO. 


If you are interested in modernizing 
your store front, there is a new booklet 
published by the Kawneer Co., Niles, 
Mich., which gives you a lot of sug- 
gestions on the advantages and use of 
their K.Z.S. Architectural Porcelain 
Enamel Panels for store front moderniza- 
tion. 


MODERN KITCHEN BUREAU 


The Modern Kitchen Bureau has a 
new booklet describing the five programs 
that sell more electrical equipment and 
kilowatt hours. Briefly the booklet lists 
the promotional pieces the Bureau has 
available to dealers and utility companies 
in promoting any of the five activities of 
the Bureau—the 1939 Electric Range 
Program, the 1939 Electric Roaster Pro- 
gram, the 1939 Electric Water Heater 
Program, the 1939 Electric Refrigerator 
Program and the Modern Kitchen Bu- 
reau “All-Over” Program. 


N. B. C, 


National Broadcasting Company have 
a new booklet out called “RCA Tele- 
vision” which describes the early be- 
ginnings of this new art and in non- 
technical language tells the story of 
progress to date. 


EMERSON ELECTRIC 


Two new booklets of interest to dealers 
have been issued by the Emerson Elec- 
tric Mfg. Company, St. Louis, Mo. One 
is a 12-page factual booklet called “The 
Inside Story of Emerson-Electric Fans” 
which describes many of the exclusive 
features of their desk type fans. The 
other is a 12-page catalog of Emerson- 
Electric Air Circulators. The use and 
installation of these air circulators are 
described and illustrated and all details 
of construction, performance and price 
are included. Copies of either of these 
two booklets will be mailed dealers writ- 
ing in on their company stationary. 
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LEONARD 


As part of their spring refrigeration 
drive. the Leonard Division of Nash. 
Kelvinator Corporation have brought 
out “Grandma’s Old Time Recipe look” 
for dealers to give away to interested 
prospects and customers. Recipe hooks 
are always sure-fire stuff and this one js 
out of the ordinary. 


SPEED QUEEN 


Speed Queen washers are described 
and illustrated in color in a booklet just 
issued by the Barlow & Seelig Mig 
Co., Ripon, Wis. Details of construction 
and manufacture are shown and ex- 
clusive features described. Ironers also 
come in for their share of attention. 


AIR CONTROLS 


A presentation manual, designed to help 
the retail salesman interest prospects in 
comfort cooling with air circulating equip- 
ment, has been issued by the Air Con- 
trols, Inc., Cleveland, Ohio. It explains, 
with the help of illustrations, how an 
attic ventilating system works, and out- 
lines its many advantages. Copies will 
be supplied to dealers or distributors at 
15 cents a piece. “Enjoy Cool Comfort 
in Your Home” is the title. 


TRANE 


“Air Conditioning for Comfort” is the 
title of an illustrated booklet and catalog 
of the Trane Company, La Crosse, Wis. 
on their air conditioning equipment and 
typical installations they have made. 


WESTINGHOUSE 


Westinghouse have a new approach t 
the water heater selling problem. A 
booklet for dealers to give prospects is 
called “How Hot is Hot?” and is cast 
in the form of a quiz on water tem- 
peratures required for various household 
requirements. With the booklet is a 
thermometer for the customer to gauge 
the heat of the water in her home at 
present. 


McCALL'S MAGAZINE 


Women are more important prospects 
for appliances than men, according to a 
survey made recently and published in 
booklet form by McCall’s Magazine u- 
der the title “Household Appliances’ 
Copies are available from the Research 
Department of the magazine at 230 Park 
Ave., New York City. 


BARTON 


Barton Corp., West Bend, Wis., have 
a new ironer folder for dealer use. Four 
new ironers are described, one a portable 
model. Prices range from $29.50 to $89.50 


DUMONT 


One of the first booklets to be issued 
as a guide to salesmen in selling tele- 
vision is “The Television Salesmans 
Handbook” recently published by the 
Allen B. Dumont Laboratories, Inc., Pas- 
saic, N. J. It contains a simple, readable 
history of television, a description ©! 
how television works taken from “Bus! 
ness Week” and complete descriptions 0! 
Dumont television receivers. 


HOTSTREAM HEATER 


A Wall Hanger, 21x23, lithographe¢ 
in seven colors and showing 66 illustra 
tions of the products of the Hotstream 
Heater Company, 8007 Grand Ave., Cleve- 
land, O., has been issued by the company, 
according to O. A. Reiter, sales promo- 
tion and advertising manager. A copy 
right chart on the “Cost of Heating 
Water” is included on the hanger. (et 
tral illustration of the hanger is a “ra 
cious nude lady entitled “Hotstream Hap- 
piness. 
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NEW 


Date! New IDEAS! New MERCHANDISE! 


You Will Find 
1800 Related Lines Under One Roof 


at the 


INTERNATIONAL 


OME FURNISHINGS 


JUNE 


Mart 


The World's Biggest Buying Center ° 


in The 


Wells Street at the River 


CHICAGO 
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G-E CLOCKS 


STYLED AND PRICED 
FOR QUICK TURNOVER! 


THE DINETTE 


Model 2H-50—A brand new note in clock design! 
Square wood case beautifully finished in dark walnut 
(plain), or in antique maple with decorative center 
panel of facsimile leather. An ideal wall-type clock 
for Dinettes, Kitchens, and Offices. Ivory and gold 
colored dial. Black numerals. Price, $5.95 

Here are six of the sweetest-looking 
electric clocks you've ever laid eyes on. 
Look at those smart, up-to-the-minute 
designs — that’s “eye appeal”! Look at 
those down-to-earth prices — that’s 
“buy appeal”! And remember, they're 
General Electric Clocks, self-starting, 
fully warranted, and widely advertised! 

Place your sample order, today, with 
your local General Electric Clock 
Wholesaler. Sell General Electric Clocks 
. . . the fastest-selling line of electric 
clocks . . . and make this your best elec- 
tric clock year! 

There’s a Wholesaler near you who 
stocks G-E Clocks. If you do not know 
his name, write us. 


GENERAL ELECTRIC COMPANY 
APPLIANCE AND MERCHANDISE DEPARTMENT 
BRIDGEPORT, CONNECTICUT 


DO YOU KNOW 
The Sergeant, G-E’s fastest- 
selling electric alarm, sells 
for only 


$2.95 


RETAIL 


Display the Sergeant 
for volume and profits! 


THE NEW DAWNING 
Model 7H-100 — A beautiful, 


metal-cased alarm clock of 
smart and distinctive appear- 
ance! Gold in color. The dial 
is white, with diagonal gold 
colored stripes and black nu- 
merals. Price, $7.95. 


THE NEW LORRAINE 


Model 3H-92—A smart new 
wood-cased occasional clock 
of up-to-the-minute design! 
Finished in rich dark brown 
walnut. Gold and ivory col- 
ored dial. Black numerals. 
Price, $5.95. 


THE NEW GENEVA 
Model 4H-08—A new and dignified low- 


priced mantel model. The solid wood 
case is finished in brown walnut, with a 
vertical colored inlay. Gold colored dial, 
with black numerals on a light cream 
background. Price, $6.50. 


THE NEW PHILHARMONIC 


Model 374—Here is a tambour chime 
clock of rare charm. The striped mahog- 
any case is faced with beautiful matched 
panels grained diagonally. Silver-colored 
dial, raised numerals. Gold colored 
hands. Westminster chimes. Price, $32.00 


THE NEW RHAPSODY 


Model 376—A modern, modified tambour 
chime clock of rich and distinctive ap- 
pearance that will appeal to the most dis- 
criminating. Silver and black colored 
oval dial. All hands are gold colored. 
West t chimes. Price, $29.50. 


PAGE 56 


| graphically 


MERCHANDISING HELPS FORWHE 


Westinghouse Uses 
Refrigerator ‘Visualizer 


MANSFIELD, O.— Unprecedented 
spring refrigeration sales by Westing- 
house dealers is largely credited to the 
“Plus-Value Visualizer,” a modern stream- 
lined version of the old anatomy charts 
found in the family medicine book. Prac- 
tically every Westinghouse dealer in the 
country has bought and is using one of 
these unique visual demonstrators to show 
and dramatically the selling 
features of the new 1939 refrigerator line. 

The pages of this giant selling book 
are so constructed that the particular fea- 
ture discussed by the salesman is out- 
lined against a “master” picture of the 
opened refrigerator. When opened to the 
first page the super-freezer and adjacent 
bottle storage space is outlined sharply 
against a conventionally pictured food 
compartment. By turning the page, the 
glass-like portion of the second page al- 
lows the salesman to stress the features 
of the Meat-Keeper, Humidrawer, and ice 
cube capacity, as these features are su- 
perimposed on the “window” part of the 
page. 


The new "Plus-Value Visualizer" 
ing Westinghouse dealers sell refrigera- 
tors by dramatizing various features. 


is help- 


By using this Visualizer, the salesman 
can tell the prospect a convincing feature 
story by presenting this X-ray effect. Al- 
though designed primarily for dealer 
showrooms, refrigerator salesmen have 
found that the Visualizer book, because 
of its 16” by 24” size and its interesting 
“window” treatment, is an excellent door 
opener. 


Philco Refrigerator 
Service Material Ready 


With Philco’s air conditioning and 
electric refrigeration program now in full 
swing, Robert F. Herr, manager of Parts 
and Service Division, Philco Radio & 
Television Corp., announced that a com- 
plete set of service bulletins and service- 
man aids have been prepared and are 
being mailed to Philco dealers and dis- 
tributors now. 

Included in this material is a new 
Conservador Parts Price list containing 
the most commonly used replacement 
parts, with their description, models used 
in, part number and price. More than 
75 different items are contained in this. 

Also prepared is a completely detailed 
selection table for use in choosing the 
correct Cool-Wave air conditioner under 
various conditions. This guide is in six 
page letter form and is extremely use- 
ful to dealers for recommending the 
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proper air conditioning unit so that it will t 
give 100% performance. 

A supplementary parts price list coy- 
ering radio parts, which have been added 
to the list since November Ist, as wel} 
as changes in prices, has also been pre. 
pared for distributor use. 


ABC Educational Display 


ABC WASHERS Was 


ALTORFER BROS COMPANY PEGQRIA ILLINOIS 


New floor and window diplay which 
Altorfer Bros. Company, Peoria, are sup- 
plying to ABC dealers, features a cut- 
away of the new ABC "400" Cabinet 
Washer. Listing the "famous 40 fea- 
tures", the display serves not only the 


prospect showing “what's inside an ABC a 
that makes it last so long and operate pare 
so efficiently", but it is a strong re- aie 
minder to the dealer and his sales force Edis 


in helping them to remember the sales 
points. The display is in two colors— 
red and black—and measures 28” x 36”. 


Snappy Belt Display 


Dayton Rubber have contrived this dis- 
play for window, counter or floor which 
consists of 39 factory-packed V-Belts for 
refrigerators, washers, ironers, stokers, 
pumps and other devices. Each display 
belt includes a pocket-size reference 
catalog and special “Matchometer’ 
which measures worn belts through slid- 
ing pulley arrangement. 
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Hotpoint Hamper 


Here is a brand-new laundry hamper, de- 
signed by Harry E. Warren, Hotpoint 
Home Laundry Division sales manager 
and L. R. Russell, advertising. Standing 
33 inches high and 13!/2 inches square, 
the body is made of white wicker with 
a marbleized top of Pearliwick. Held 
firmly in position by tabs and snaps 
around the body rim, the fish-net type 
laundry bag with heavy drawstring, 
hangs inside the frame. These hampers 
are being made available only to retail- 
ers of Hotpoint laundry equipment by 
Edison General Electric Appliance, 
Chicago. 


Washer Display 


A simple, but extremely effective 
moving display which is getting at- 
tention in a great many dealers’ 
windows is the washer display attach- 
ment for the Voss washer illustrated 
above. The trick in this is that the 
clothes on the line revolve at a high 
speed and the cylinder with the sales 
message revolves at a shower speed. 
A 250 watt lamp inside the drum 
which throws the lettering on the 
cylinder in relief and spotlights the 
whirling clothes above and is stop- 
ping them in a lot of dealers’ windows. 
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Scanning the News... 


Putting one little word after another, as 
Joe Williams says, we take you on a 
run-and-jump through some news: 

G-E and Toastmaster clicked together 
on their toaster trade-in deal whereby 
customer gets two bucks for their drug- 
store bread-burner against a high-class 
item Crocker-Wheeler are afraid 
the practice will spread and want dealers 
to write them their views . . 

There’s a new name in the electric 
range business—Malleable Steel Range 
of South Bend . . . They've been in the 
stove business 40 years but they hired 
Bill Sickinger and jumped on the electric 
band-wagon . 

American Blower starts a big ad cam- 
paign this month on comfort cooling with 
attic ventilating fans and furnace blow- 
ers . Crosley have prepared 13 
dramatized 15-minute recorded programs 
for dealers to use on their local sta- 
tions . New display piece on Sam- 


| son-United’s rubber-bladed fan was done 
by Lucille Patterson Marsh, famed illus- | 


| trator 


Florence Stove Company, 
Gardner, Mass., have brought out a 
bunch of new display pieces for their 
dealers 

There’s a new name in the radio biz 
—Keene Appliance Company, Ann Arbor, 
Mich. President is W. Keene 
Jackson, former sales manager of Inter- 
national Radio. 

There ought to be a medal struck for 
Frank Gr-esel, veteran Milwaukee dis- 


Two Anniversaries 


Fred P. Voss, recently elected president 
of Voss Bros. Mfg. Co. to succeed his 
brother W. H. Voss who died recently, 
has just celebrated his 80th birthday and 
his 63d year in the washing machine 


business. “Uncle Fred" received hun- 
dreds of congratulations from dealers on 
his twin anniversaries. 


tributor, for his Association fight against 
the “courtesy discount” evil 


Brown Supply, Stewart-Warner distrib- | 


utors in the St. Louis territory, just 
signed a contract for 610 refrigerators 
to be installed in a new apartment house 
project. .. 

Oil-O-Matic, like Briggs & Stratton, 
are using the Worlds Fairs as bait for 


intensive selling during the spring and | 


summer months Universal have 
two combination offers to lure custom- 
ers—a $13.65 iron at $10.95 with an 
ironing board thrown in, and a Universal 
electric oven which sells at $34.90 at 
$29.95 with an oven table free. 

General Electric are going to spend 
about $2,500,000 on the Chicago head- 
quarters of the company . . . G-E Sup- 
ply, R. Cooper, Jr., warehouses and 
service shops will all be housed in the 
new building. .. . 

Kalamazoo Stove have bought an in- 
terest in Walker & Pratt, makers of the 
Crawford electric range... . 

Minneapolis Graybar moved into their 
new quarters late in March and held 
open house to celebrate... . 
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What CORDITIS Does 


to Your Profits 


No matter how good the ap- 
pliances you sell, every old- 
fashioned electrical cord that 
goes out of your shop is a 
potential source of liability. 

What happens to your cus- 
tomer’s good will when the 
appliance you sold him failed 
to work because of Corditis? 
And how about the expendi- 
ture for costly service calls to 
put his appliance back in 
shape again? 

These are dollars and cents 
losses in your profit statement. 
They are unnecessary now be- 


cause every appliance that you 
handle can be equipped with 
cords that are Corditis-proof. 
Yes, Belden Electrical 
Cords equipped with the fa- 
mous Belden Unbreakable 
Soft Rubber Plugs are Corditis- 
free. They are regularly ad- 
vertised in national magazines 
to millions of readers. Your 
customers know that they 
represent safe equipment. 
Don’t let Corditis rob you 
of your profits. Specify Belden 
Electrical Cords on all the 
appliances you sell. 


Belden Manufacturing Company, 4663 W. Van Buren Street, Chicago, Ill. 


*CORDITIS 


orders among electrical appliance users. 


ieiatiettin Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 


the dangerous disease of electrical cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental irritation and violent nervous dis- 
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AND REMEMBER ONE MORE THING, 
YOUNG MAN: EARLY IN EVERY TALK, 
POINT OUT THE DULUX FINISH! 


Fi 


“PAHAT’S standing orders for all the salesmen 

on my payroll. We simply can’t afford to 

overlook any bets that may help us close a 
sale quicker. 


“And DULUX is one of the best little 
sales-clinchers there is in this business. It’s 
the finish women have dreamed of for years. 
It’s a white finish that stays white with min- 
imum effort of cleaning. It is resistant to the 
hard wear of daily service—chipping, crack- 
ing and grease. It’s the finish with every 
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DULUX 


OFF. 


SH 


quality women want .. . and I want you to 
tell em about it, every time. 


“Just remember, son, that 80% of all 
refrigerator manufacturers today use a 
DULUX finish. There’s a mighty good reason 
for that .. . and I want you to be sure your 
prospects know it! I know that DULUX helps 
sell refrigerators faster.” 


Feature DULUX in your selling! JT PAYS! 
E. I. du Pont de Nemours & Co., Inc., Fin- 
ishes Division, Wilmington, Delaware. 
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UNIVERSAL Ironers 
Landers, Frary & Clark, New Britain, Conn. 


Movers: Portable E21; Cabinet E90 
and open table model E35. 


Settinc Features: Portable ironer is 
equipped with automatic thermostatic 
control which provides high, medium 
and low heats between 250 and 450 
degs. ; cut-off switch; 5 in. roll diam. ; 
open end; roll can be turned by hand 
in either direction; entire operation 
controlled by single hand lever; full 
floating chromium plated shoe; 50 
watt motor; 1000 watt ironing shoe; 
50 and 60 cycle a.c. only; white en- 
amel finish; 94 in. high, weighs 28 
Ibs. 

Cabinet model, 2 speeds; 7 in. roll; 
knee lever and finger tip control; 
knee lever adjustable; pilot light; 
porcelain enameled, hinged table top 
cabinet; 2 drop leaf tables; 125 watt 
motor; 1375 watt ironing shoe; a.c. 
only ; requires 37}x18¢ in. floor space. 
Popular price model equipped with 
pilot light; thermostatic controls at 
both ends; 6 in. roll; knee and finger 
tip control; 1 auxiliary drop leaf 
white enamel finish; 125 watt motor; 
1375 watt shoe; a.c. only.—Electrical 


bility; can be made to fit any room 
to a fraction of an inch; sep- 
arate cabinets are standardized yet 
the complete kitchen has a custom- 
built appearance; top and base cab- 
inets come in 15, 18, 21, 24 and 30 in. 
widths; top cabinets are 18 or 304 in. 
high; each section is furnished as a 
completely enclosed box which slides 
in and bolts to a simple furring, sim- 
plifying installation and _ reducing 
installation cost; base cabinets are 
furnished with doors or drawers. New 
cabinets harmonize with 1939 GE 
refrigerators, ranges, and sinks with 
hardware in same motif; exclusive 
features include concealed spring-ac- 
tion hinges; adjustable shelves with 


a choice of wire or 1-piece shelf con- 
struction; adjustable sliding shelves 
in base cabinets; automatic interior 
lighting in top and base cabinets; 
interchangeable drawers ; all-steel con- 
struction; white Glyptal-baked finish; 
flush construction, work surface illu- 
mination, roller-bearing drawer guides. 

Accessories range from cup hooks 
and cutting boards to a planning desk 


SELLING FEATURES: 


and kitchen chair, cutler tray, bulk 
storage bin, cup racks, condiment 
shelves, pan cover file, bread and 
Vv cake box, wastebasket, detergent rack, 
decorative corner shelves; grilled 
doors, broom cabinets ; linen cabinets ; 
plate warmer, recipe cabinet; choice 
of colors in work surface linoleum; 
adjustable wire shelves; concealed 
hinges. — Electrical Merchandising, 
May, 1939. 


Merchandising, May, 1939 
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G-E Kitchen Units 


General Electric Co., Specialty Appliance 
Dept., Nela Park, Cleveland, O. 


Device: A new, more flexible line of 
“storage appliances” (kitchen cabi- 
nets). 

Settinc Features: Four models of 
electric sinks combining the new Dis- 
posal and the G-E dishwasher are 
available—with white porcelain enamel 
top, Monel metal top, stainless steel 
top or black porcelain enamel top. 

The new kitchen has greater flexi- 


CONLON Washer 


Conlon Corp., 19th St. & 52nd Ave., 
Chicago, 


39-S, 


Features : “Hold-Heet” double- 
tub construction; 7 Ibs. capacity ; 
4-vane aluminum agitator; inner tub 
light green porcelain enamel with self- 
draining bottom; belt-driven mech- 
anism; 5 moving parts; + h.p. over- 
size motor ; improved wringer design 
with metal parts electro-plated with 
rustproof Zincolite finish; re-set lever 
and automatic reversible drain board; 
2t in. balloon rolls with pressure ad- 


> justable; fitted for pump installation ; 
. all white porcelain exterior. 
Price: $69.50.—Electrical Merchandis- 
ing, May, 1939. 
ANDISINS 
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ELECTRO-MITE Washer 


Electro-Mite Corp., 2141 Westwood Bivd., 


West Los Angeles, Calif. 


Device: Portable washer with detach- 


able tub. 


Weighs only 16 
Ibs; capacity 4 men’s shirts; detach- 
able aluminum tub may be carried to 
sink for filling; washing action is 
brought about by gentle oscillation of 
tub itself on oscillating tray; tub has 
4 cast aluminum agitating fins, which 
extend full length of tub vertically, 
securely fastened about inside cir- 
cumference of tub; oscillating tray 
has 4 rubber buttons for resilient 
drive to base, which houses all the 
driving mechanism, including a ys h.p. 
motor for 50 or 60 cycles; aluminum 
tub cover; tub finished in clear 
“Alumilite”, oscillating tray and base 
enamel finished. 


Price: $16.95 in east and middle west; 


$14.95 on coast.—Electrical Merchan- 
dising, May, 1939 


SOUTH BEND Ranges 


The Malleable Steel Range Mfg. Co., 
South Bend, Ind. 


Monets: 92-9 and 91-9. 


SELLING Features: Equipped with 5- 
heat super-speed Chromalox units 
providing cooking heats from 2000 to 
60 watts; 5-qt. thrift cooker optional 
with order, automatically controlled 
with hydraulic thermostat mounted 
on switch panel; 3 full size, no-sag 
type finger tip control drawers; 
drawer under switch panel can be 
converted to warmer at slight extra 
cost; oven 16 in. square and 20 in. 
deep is equipped with snap action 
hydraulic temperature control, pilot 
light, non-tipping shelves—one revers- 
ible and one straight, two interchange- 
able oven units; acid resisting porce- 
lain enameled mono-built top; white 
porcelain enameled finisH ; Model 92-9 
illustrated; lamp and clock assembly 
extra; 91-9 same as 92-9 except pilot 
light is removed from backguard, no 
lamp and clock assembly, and only 1 
drawer under switch panel.—Electri- 
cal Merchandising, May, 1939. 


NESCO Casseroles 


National Enameling and Stamping Co., 
Milwaukee, Wis. 


Mopvet: De Luxe Nesco Casserole No. 
4011 and Standard Casserole No. 5011 
22 qt. capacity. 

Settinc Features: Non-automatic 
“Hi-Lo” heat control with Nesco 
3-way safety connector cord set; 
ivory baked enamel finish with black 
trim, porcelain enameled removable 
cooking well and cover; 130-425 
watts, a.c. or dic. 110-120 volts. 

Standard Casserole No. 5011, 130- 
325 watts, ac. d.c.; Steam- cooker 
attachment No. 50004 jis also available 
for both casseroles. 

Prices: De Luxe Casserole, $6.95; 
Standard, $4.95; Steam cooker, $1.50. 
— Merchandising, May, 


KELVINATOR Washers 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, Mich. 


MopeEts: 6 new models. 
SELLING FEATURES: 


The four higher- 
priced models are equipped with the 
Fabric-Saver wringer which has a 
Pressure Pilot that makes it possible 
to scientifically control wringer pres- 
sure for every type of fabric; indi- 
cator is calibrated with various types 
of fabric—linen, cotton, silk, rayons 
and heavy woolens ; “Fin-Flex agita- 
tor designed with 2 large and 2 
slightly smaller curved aluminum fins 
spaced alternately to create complete 
washing action in every part of tub; 
improved _ silent-mesh transmission 
has only 5 moving parts; all tubs of 
white porcelain enamel with white 
Permalux bases; 2 lower priced 
models have pressed steel wringers 
with tension adjustment feature; low- 
est priced model utilizes 3-vane agi- 
tator; nickel chrome protected alu- 
minum agitators in 3 top models; 
lever-type outside agitator control on 
all except the model next to top, 
which has foot pedal control; Top 
model, 13C is a 2-tub, de luxe washer. 
Electrical Merchandising, May, 1939. 


KELVINATOR PRESSURE PILOT 
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NEW MERCHANDISE 


HOTPOINT Range 


Edison General Electric Appliance Co., Inc., 
5600 W. Taylor S#., Chicago, I//. 

Mope.: Hotpoint Manchester. 

SELLING Features: Two utility and 1 
giant size Calrod surface units, all 3 
with a selection of 5 heats ranging 
from “Hi-Speed” for quick cooking 
to “Warm” or simmer; oversized 
2-unit, directional heat oven with 
Duo-Speed broiler also has a selection 
of 5 heats; 1l-piece “Monotop” cook 
ing top of acid-resistant porcelain 
enamel; Monel Metal top is available 
at additional cost; 6-qt. thrift cooker ; 
automatic oven temperature control; 
oven pilot light; appliance receptacle 
on switch panel; porcelain enamel 
drip tray under cooking surface; 3 
large storage drawers, one of which 
can be converted into warmer drawer ; 
streamlined door and drawer handles 
of molded black Textolite; snap-on 
switch buttons of black Textolite; 
triple-coated white porcelain enamel 
finish. — Electrical V erchandising, 
May, 1939. 


MAZDA Photofiash Lamps 


General Electric Co., Incandescent Lomp 

Dept., Nela Park, Cleveland, O., and West- 

inghouse Lamp Div., Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J. 


Device: 2 new aluminum wire Mazda 
Focal-Plane Photoflash lamps nos. 30 
and 31. 

SeLtinc Features: Synchronized with 
focal-plate type shutters; each lamp 
is treated inside and out with a coat 
of strength-giving lacquer ; quick-break 
filament insures uniform flashing; de 
signed for use with 2 or more stand 
ard flashlight cells or dry batteries 
only—neither should be flashed from 
regular lighting circuits; No. 30 has 
a total light output of 40,000 to 45,000 
lumens; 42 in. long, 24 in. diam. No. 
31 has total output of 70,000 to 80,000 
lumens; 5% in. long, 28 in. diam. 


Price: No. 30, 28¢; No. 31, 30¢.—Elec- 
trical Merchandising, May, 1939. 
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IRONRITE Ironer 
The lronrite lroner Co., Detroit, Mich. 
Mopet: 75. 


SELLING Features: Two complete unob- 


structed open ends on both shoe and 
roll; heat application under roll, 
utilizing all the current on the prin- 
ciple that heat and steam naturally 
rise; stationary forming board en- 
ables operator to smooth garments as 
they enter ironing surface; shoe and 
roll centrally supported assuring even 
pressure; left knee pressing control 
enables operator to stop garment on 
hems for drying; large lap board 
protects operator from damp gar- 
ments, can be used as folding shelf; 
rear brace for cover automatically 
lowers to floor giying added safety 
feature; automatic sheen action irons 
nap of garment in same direction on 
each repeat; thermostatic heat con- 
trol; heat and motor switch; pilot 
light; dual knee control; hand emer- 
gency release; white dulux finish 
with porcelain enamel top for utility 
use.—Electrical Merchandising, May, 


1939. 


v 
NESCO Roasters 


National Enameling and Stamping Co., 
Milwaukee, Wis. 


Movers: De luxe Rectangular No. 9935- 
03; Standard Rectangular No. 9434- 
03; De Luxe Oval No. 0736-03 and 
Standard Oval No. 9224-03. 

SeLtrnc Features: De Luxe Rectangu- 
lar has 18 qt. capacity; insulated 
stainless steel cover with 2 adjustable 
vents; complete with bake rack, 
cookie sheet, 3-piece black porcelain 
enameled cooking set—4} qt. roasting 
pan and two 3 qt. vegetable pans; ad- 


justable thermostat with signal light 
control and “off” position, graduated 
from 150 -to 500 degs.; 1320 watts, 
a.c. only 110-120 volts; ivory or white 
baked enamel finish. 

Also available as additional equip- 
ment is a new Broiler-Griddle No. 
3012 with a large cast aluminum sur- 
face for frying; removable heating 


element for easy cleaning; black 
plastic handles; 1320 and 1500 watts 


and a De Luxe Nesco Cabinet No. 


99005 designed exclusively for the 
roaster — 
roaster fits snugly into top to com- 
bine with cabinet into a practical en- 
semble; hinged door front allows 
access to 2 storage shelves; ivory or 
white finish with chrome trim. Stand- 


De Luxe _ Rectangular 


ard Rectangular model has 16 qt. 
capacity; polished aluminum cover; 
bake rack, cookie sheet; 3-piece black 
porcelain enameled cooking set; ad- 
justable thermostat with signal light 


control; ivory or white baked en- 
amel finish, black and chrome trim; 
special broiler-griddle No. 3013 for 
Standard Rectangular with removable 
heating elements, large aluminum fry- 
ing surface, 1320 or 1500 watts, and 
a special Nesco cabinet, 94005 has 
been designed for Standard Rectangu- 
lar roaster into which roaster fits 
snugly; 2 convenient open shelves; 
ivory or white with black trim. 

De Luxe Oval roaster No. 9736-03, 
12 qt. capacity; insulated stainless 
steel cover; bake rack, cookie sheet, 
3-piece one-lift black porcelain enamel 
cooking set; adjustable thermostat 
with signal light control; No. 3011 
broiler-griddle is available for this 
model, and all 9, 11, 12 qt. roasters: 
No. 92005 cabinet is available for this 
and all 9, 11 and 12 qt. roasters. 

Standard oval roaster No. 9224-03, 
9 qt. capacity; polished aluminum 
cover; bake rack, one-lift 3-piece 
black porcelain enameled cooking set: 
adjustable thermostat with signal 
light control; ivory enamel finish 
with black trim. No. 3010 broiler 
with removable reflector and cool lift- 
ing handle, for all 9, 11, and 12 qt. 
roasters. 

Prices: De Luxe Rectangular roaster, 
29.95, broiler griddle, $5.95, cabinet, 
$5.95. Standard Rectangular roaster, 
$22.95, broiler-griddle, $4.95, cabinet, 
$3.95, De Luxe oval roaster, $22.95; 
No. 3011 broiler-griddle, $5.50; No. 
92005 cabinet, $3.95; Standard Oval 
roaster, $17.95; No. 3010 broiler 
$3.50. — Electrical Merchandising, 
May, 1939. 
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VACULATOR China Filter 


Hill-Shaw Co., 311 N. Desplaines St., 
Chicago, Ill. 


Device: China filter for Vaculator glass 
coffee brewers. 

SeELtinc Features: Eliminates need of 
filter cloths or paper; fits all makes 
and sizes glass coffee brewers; need 
not be removed for cleaning. 

Price: 50¢.—Electrical Merchandising, 
May, 1939. 
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QUALITY Ranges 
Roberts & Mander Stove Co., Hatboro, Po, 
Moveis: Mystic EE42, Heather EE40, 
Bairn EE19 and Hearth EE92. 
SELLING Features: A new type cooking 
unit “Mystery Speedster” on Mystic 
model, consists of 3 pieces of equip- 
ment: a recessed plate in top of range 
and a_ specially designed saucepan 
and chicken fryer which fit into re- 
cess. Instant heat is generated in 
bottom of cooking equipment speed- 
ing up cooking and saving current: 
a signal sounds when current is on 
and utensil is not in position. 

Other features in Quality line are 
“Centra-Cook” on Mystic and Heather 
models—surface units are in center of 
range providing work space on each 
side; 5-heat switches; full size auto- 
matic electric oven; combined oven 
switch and automatic heat control: 
aluminum broiler grill: —_ utensil 
drawer, utensil compartment, warm- 
ing drawer, lid rack, 2 convenience 
outlets; ovenlite; flush to wall de- 
sign; toe-space base; white enamel 
finish with chrome trim. 


Bairn, junior size range, equipped 
with 3 enclosed high-speed suriace 
units; 5-heat switches; full size au- 
tomatic oven; special storage space 
for broiler grill when not in use. 

Hearth, EE92 De luxe, combination 
electric fuel-burning kitchen 
heater; 4 enclosed high-speed suriace 
units with 5-heat switches; cast iron 
kitchen heater; positive EZ-check 
damper; coal fire box; fin-type cir- 
culating flue; built-in minute minder 
and clock on back guard.—Electrical 
Merchandising, May, 1939. 


GILBERT Clock 


The Wm. L. Gilbert Clock Corp., 
Winsted, Conn. 

Moper: “Admiral”. 

Settinc Features: Solid mahogany 
case with enclosed back; etched metal 
dial; gold-plated trim; 64 in. high, 
6 in. wide; self-starting. 

Price: $10.—Electrical Merchandisin’ 
May, 1939. 
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DISING 


you sell refrigerators 


GET THIS INSULATION BOOK 


Dry-Zero Insulation 
is used to reduce © 
operating expense | 


_ Dry-Zero Bound-Batt insulation is tucked 
into refrigerator walls to ward off heat, to 
help keep the food compartment cold, at 
least expense. Tests have proved that Dry- 
Zero lasts for the life of the refrigerator. 
Be sure your refrigerator has it. 


The most efficient 
commercial insulant known 


ELECTRICAL MERCHANDISING—MAY, 


Your refrigerator prospects will 
listen to these money saving facts 


e@ This book will catch the attention and 
hold the interest of your prospects with 
the true facts about insulation. It will show 
them how Dry-Zero insulation saves oper- 
ating expense. 

Insulation is used to ward off heat and 
help keep the food compartment cold. 
Tests have shown that Dry-Zero insula- 
tion may. save as much as 20c to $2 per 
month in operating expense, for as long 
as the refrigerator is used, because it is so 
efficient at that task. 

You should know the facts about Dry- 
Zero insulation economy, because they 
will help you convince more prospects 
that your refrigerator is the one to buy. 

Get your free copy of this book now, so you 
can use these facts on your next prospect. 


us. Get your free copy. 


Point your pencil at the facts. Show . Book of Facts about Refrigerator Insulation 
your prospects exactly how Dry-Zero § 
will reduce the monthly light billevery §{ 
month for the life of the refrigerator. § Company _ 
These pages clinch sales, dealers tell § Street és 


us Pat. Ore 


Bound-Batt 
Insulation 


1939 


What other dealers say 
about the Dry-Zero 


BOOK OF FACTS— 


The Book of Facts about Refrigerator Insula- 
tion was published in 1938 for the benefit of 
dealers who asked for complete information 
about Dry-Zero insulation economy. Here are 
a few spontaneous comments from dealers who 
used the Book and wrote to us about their 


experiences. 


Your book on insulation facts has been a very 
great help in selling our merchandise— 


REGON 


Showing a customer the facts in black and 
white convinces him more than an hour’s sales 


talk— 
NEW YORK 


I consider this book a real asset and it is a 
part of every one of our salesmen’s portfolios— 


TEXAS 
With the aid of your book it is not difficult to 


convince customers that we are using a supe- 
tior insulation. It helps sales— 


PENNSYLVANIA 


The Dry-Zero information gives us a decided 
edge over other makes of refrigerators with an 


insulation of lower rating— 
COLORADO 


This book has been a definite help to us in 
closing sales because all refrigerators look good 


from the outside— 
MINNESOTA 


Your Book of Facts is an outstanding help to 
any salesman. Anyone not using it is missing 


a very good bet— 
WISCONSIN 


(Originals of these letters are on file in the 
offices of Dry-Zero Corporation, Chicago.) 


Send one Free Copy of the 


City, Seate__ 


DRY: ZERO 


Refrigerator Handled 
512 


Dry-Zero Corporation 
Chicago— 222 North Bank Drive 
New York—60 East 42nd Street 
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CALCINATOR Incinerator 


Calcinator Corp., 1763 Penobscot Bidg., 
Detroit, Mich. 


Device: Automatic garbage disposal 


unit. 

Features: Patented down- 
draft principle carries heat down 
through refuse, drying wet material 
and setting fire to dry; burners are 
operated only to induce drying not to 
produce high heat or to consume 
refuse in flames; 1-piece combustion 
chamber of special acid-proof steel ; 
garbage is so completely concvumed 
that only a small amount of fine ash 
is left in ash tray which needs empty- 
ing only about once a month; elec- 
tric burners available in 110-220 volt 
capacities; gas burners for natural 
or manufactured gas also available: 
white enamel and chrome outside shell 
harmonizes with modern kitchen 
equipment—36 in. high, 24 in. deep, 
18 in. wide; flue opening 6 in.; com- 
bustion chamber capacity 1.3 bushels 
per hr.; automatic fuel control at 
slight extra cost.—Electrical Mer- 
chandising, May, 1939. 
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SOUTH BEND Water Heaters 


The Malleable Steel Range Mfg. Co., 
South Bend, Ind. 


Mopets: SBR round and SBC square 
cabinet model automatic water heat- 
ers. 

SELLING Features: Extra heavy gal- 
vanized or Everdur copper tank; 
Multi-blade heating element made of 
a number of blades or units in direct 
contact with water, operates at lower 
internal temperature; cold water in- 
let baffled to increase distribution of 
cold water to maintain high heating 
efficiency ; safety pressure relief valve: 
automatic temperature control of snap 
action, make and break type with 
visible scale for regulating tempera- 
ture; round and cabinet models avail- 
able in 30, 52, 66, 80 and 100 gal. 
capacities, and in single or double 
element models varying from 1500 
to 5000 watts; white baked enamel 
finish with black trim; legs available 
if desired.—Electrical Merchandising, 
May, 1939. 
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SELLING FEATURES: 


SELLING 


NATIONAL Sewing Machine 


National Sewing Machine Co., 
Belvidere, Ill. 


Device: Model D portable rotary sew- 


ing machine. 

Weighs 13% Ibs.; 
concealed take-up and concealed spool 
pin; reverse rotary action, sews back- 
ward and forward; 11 bronze bear- 
ings; 1 lever controls stitch size and 
backward and forward sewing; 
needle-point light focussed directly 
on needle and material; new feeding 
mechanism with 54 teeth; new method 
of winding bobbins; cast aluminum 
top; walnut or blonde mahogany 
base.—Electrical Merchandising, May, 
1939, 


STANDARD Ranges 
Standard Electric Mfg. Corp., Toledo, Ohio 
Mopet: No. 600, “Streamliner”. 


Features: Four _five-heat 
Standard Chromalox surface units; 
two-unit oven with temperature con- 
trol; light in oven; smokeless broiler 
pan; ribbon-type oven racks; warmer 
compartment; two roller bearing 
drawers; portable SAV-A-UNIT 
cooker which may be stored in warmer 
compartment when not in use, leav- 
ing all surface units free for use; de 
luxe louver lamp assembly, including 
timer, minute minder and condiment 
set; white Plaskon switch buttons 
with chromium-plated inlay; chromi- 
um-plated handles on white Plaskon 
base. Chromium plated vent and all 
controls, including indicator lights 
showing when oven, warmer com- 
partment or surface units are on, are 
mounted on chromium-plated control 
panel on back splasher. Control panei 
is removable, allowing range to be 
serviced from the front without mov- 
ing 

‘Other models in Standard 1939 
line are No. 100 “Chief’; No. 200 


Super Chief; No. 400, “Zephyr”; No. 
500 “Mercury”; No. 800 “Hiawatha” 
and No. 900 “Olympian”. All models 
except “Hiawatha” equipped with four 
5-heat Chromalox surface units; 
“Hiawatha” equipped with three. 
Light in oven; smokeless broiler pan ; 
2-unit oven with temperature control 
are other features included in all 
models ; “Super Chief”, “Zephyr” and 
“Mercury” equipped with Sav-A-Unit 


cooker. “Chief” and “Zephyr” have 
base type—no drawer; Super Chief 


and Mercury equipped with roller 


bearing drawers; Mercury also has 
warmer compartment. 


Price: Streamliner, $200.; Chief, $125. ; 


Super Chief, $150; Zephyr, $155. : 
Mercury, $175; Hiawatha, $110; 
Olympian, $120.— Electrical Mer- 
chandising, May, 1939. 


HANDYHOT Food Warmer 


Chicago Electric Mfg. Co., 6333 W. 65th 
St., Chicago Ill. 


Device: Model 6803H “Serverette” hot 
food server with detachable stove. 
Features: Polished aluminum 
with Thermoplax handles and cover 
knob; close-fitting wire basket; air 
vents in cover open and close by 
turning cover knob; separate 75 watt 
stove may be used for other purposes 
such as keeping coffee warm.—Elec- 
trical Merchandising, May, 1939. 
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DALLAS Fan 


Dallas Engineering Co., 1115 Hall St., 
las, Texas 


Mopet: Console Modernaire. 
SELLING Features: For homes, stores, 


etc.,; portable; cushioned floor pro- 
tectors keep fan stationary; new silent 
propeller gives greater volume of 
cool air; modern styling; a variety 
of finishes include ivory, mahogany, 
turquoise, ebony and olive; fine mesh 
steel guard; propeller 22 in. diam. ; 
é h.p. motor; 32 in. high, 26 in. wide, 
16 in. deep; "312,000 c.f.m. capacity.— 
Electrical Merchandising, May, 1939. 


MAY, 


HOTPOINT Washers and 
lroners 


Edison General Electric Appliance Co., Inc., 
5600 W. Taylor St#., Chicago, Ill. 


Mopets: 4 new wringer models, 2 spin- 
ners and a gasoline-powered model 
constitute the 1939 Hotpoint washer 
line. 

Features: Wringer models 
have 6, 7, 8 and 9 Ib. capacity; ~~ 
ner models have capacities of 8 and 
9 Ibs; streamline Lovell wringers of 
curved construction with streamlined 
safety feed boards, wide high sides, 
automatic tilting drainboards; equal- 
ized pressure on soft rubber rolls 
makes it possible to feed sheer and 
bulky materials together’ through 
rolls; all models but one have Bake- 
lite pressure adjustment indicator; 
porcelain enamel inside and out; 
Thriftivator produces 3-zone washing 
action, circulating clothes through 
gentle, medium and positive washing 
zones. 

Puritan model illustrated, has 9 Ibs, 
capacity; bullet shaped white porce- 
lain enamel tub; white lacquer round 
steel skirt; 2 h.p. “cushioned power” 
motor; 4 moving parts; automobile 
type gear case; friction-drive, impel- 
ler-type pump. 

Four 1939 rotary ironers eee 
1 cabinet type, 2 open models and 
1 wringer post model; all models ex- 
cept wringer post model provide 110 
sq. in. ironing surface; 1450 watt 
Calrod element in shoe; in Priscilla 
De Luxe and Priscilla Imperial pres- 
sure of roll to shoe may be adjusted 
for fabrics of different weights.— 
Electrical Merchandising, May, 1939. 


PIONEER Power Plants 


Pioneer Gen-E-Motor Corp., 466 W. 
Superior St., Chicago, I//. 


Monets: 1939 line includes a wide range 
of portable electric and power plants 
for farms, homes, boats, construction 
and industrial needs. 

Settinc Features: “Pincor” Blue 
Diamond combination a.c.-d.c. plants 
were designed to serve a dual pur- 
pose, supplying 300 watts, 110 volts 
a.c., 60 cycles, without flicker; and 
from the same plant 200 watts, 6 volts 
d.c.; 250 watts 12 volts dc. or 325 
watts 32 volts dc. A Gold Crown 
series also included in line consists oi 
a complete line of units for heavy 
duty service—32 or 110 volt d.c.; 11) 
and 220 volts a.c.; 600, 1000, 1500 
watts and up; electric starting : 
standard on all 600 and 1000 watt 
a.c. plants; all plants are availab! 
with filter and ignition shielding fo 
radio operation.— Electrical Me 
chandising, May, 1939. 
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rR. ¥. P. Juice Extractor 
ealth Food 238 Livingston St., 


rooklyn, N. 

nevicE: Vegetable and fruit juice ex- 
tractor. 

FEATURES: One moving part 
grinds and extracts in single opera- 
tion the liquid contained within fruit 
or vegetables; entire machine is cast 
in bronze; parts that come in con- 
tact with juices are nickle plated; 
moving parts are mounted on pre- 
cision ball-bearings; direct motor 
driven. 

Pace: $52.50.—Electrical Merchandis- 
ing, May, 1939. 


MILLER Shaver Filter 


1, W. Miller Co., 5917 S. Main St., Los 
Angeles, Calif. 

Device: No. 7817 electric shaver filter. 
SeLLING FeaturES: Consists of 2 duo- 
lateral wound chokes of .3Mh_ in- 
ductance and a condenser of .03mfd; 
a choke is connected in series with 
each side of line and condenser is 
connected across line at receptacle 
terminals; provides high degree of 
attenuation to the interference energy, 
and does away with need of ground 
connection to filter; unbreakable 
moulded rubber case prevents shock 
to user with damp hands. 

Paice: $1.50.—Electrical Merchandis- 
ing, May, 1939. 


METCO Oil Circulating 
Heaters 


Metal Door & Trim Co., La Porte, Ind. 


Device: 2 new Metco “Cleanfire” oil 
burning circulating heaters, Classic, 
C-10 and C-88 

Features: C-10 has single 
10 in. burner; C-88 has two 8 in. 
burners with separate heating units 
and low flue outlet; convenient front 
dial; concealed fuel oil tanks; con- 
cealed humidifier; rectangular fire 
box; improved burner to fire box 
assembly; sludge trap; circulating 
fan; low flue outlet; easy to read oil 
gauge; hand grained finish all cir- 
culating heaters are equipped with 
Breese burner, automatic oil control 
valve and Walker draft regulator.— 
Electrical Merchandising, May, 1939. 


“.....1 don’t want to sel] you anything, Madam. I want to help you 
buy. —Now cleanliness and absolute sanitation is the first essential 
in any appliance. Then you want it attractive—beautiful. And certain- 
ly you want it durable and efficient. .... Well, the one finish that will 
give you all those things—that will never fade—never lose its luster— 
never stain (even from a lighted cigarette)—never mar under house- 
hold usage, is porcelain enamel. And it is as easy to clean as a saucer. 


“See that LUSTERLITE label pasted there? It says: ‘TO 
CLEAN: Merely wash with soap and water. No other 
care required to retain this lifetime lustrous finish.’ 
... And this LUSTERLITE porcelain enamel is the very 
finest obtainable. Leading appliance manufacturers in 
all fields use it constantly because they know it to be 
the standard of excellence in porcelain enamel.” 


Note ¢ Ifthe appliances you sell aren't already carrying the 
LUSTERLITE label—ask your supplier to give 
help. The more LUSTERLITE porcelain enamel on the appli- 
ance you sell the more profit through customer satisfaction 


for you. 


ou this sales 


Fo Clean: Merely wash with seop 
ond woter. Ne other core required 
to retain this lifetime lustrous Hnish 


This LUSTERLITE label, with its in- 

structions for finish care, assures 

the customer of quality and you 
of easier sales. 


CHICAGO VITREOUS ENAMEL PRODUCT CO. 
CICERO, ILLINOIS 


1405 SOUTH 55th COURT ° 


¢ 


ENAMELS 


We didn’t write nor publish this 
interesting 92-page book, but 
we want to send you a copy with 
our compliments — absolutely 
FREE of all cost or obligation. 
This book was produced by an 
“Institute” incorporated not for 
profit, and the work has met with 
wide acclaim among those inter- 
ested in appliance selling. You 
will find it extremely helpful 
for every member of your sales 
staff. Send for it today —NOW. 


Chicago Vitreous Enamel Product Co. 
1405 South 55th Court, Cicero, Illinois 


Okay —send me a free copy of the 92-page 


book “How to Increase Your Sales.” 


Name 


Firm___ 
Address_ 
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HEALTH-MOR 


GETS MORE POWER FROM A TROUBLE-FREE 


Black & Decker 


, to every home-cleaning need is the dis- 
tinguishing feature of the HEALTH-MOR SANITATION 
SYSTEM. Here, in a compact, symmetrically-designed 
power unit, is a multiple-service appliance ready to do 
milady’s bidding quietly and efficiently. 


Airwashing, moth-proofing, fumigation, insecticide 
spraying, floor polishing, rug and furniture cleaning and 
shampooing—yes, even body massage and scalp treat- 
ments—are but a few of the many uses to which this 
modern domestic servant can be put. 


To power this versatile machine, HEALTH-MOR en- 
gineers specified a trouble-free Black & Decker Motor. 
As a result, HEALTH-MOR users are assured of quiet, 
powerful, unfailing motor dependability and high op- 
erating efficiency. 


The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufac- 
ture of complete motors or series parts for vacuum 
cleaners. The co-operation of our engineers is at the 
disposal of manufacturers who may be interested in the 
application of universal motors to the improvement of 
their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 
of Universal Motors 
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SELLING 


UNIVERSAL Washers 


Landers, Frary and Clark, New Britain, 
Conn. 


Mopets: 3 wringer, 2 spinner and 1 


portable washer comprise 1939 line. 
FEATURES: Wringer models 
equipped with improved heavy duty 
triple vaned agitator; extra size mo- 
tor with lifetime lubrication; porce- 
lain enamel tubs; new design strainer 
to prevent clogging pump; new de- 
sign wringer with 6 lock positions, 
handy roll tension release; roll pres- 
sure adjustment. 

Model E218, 8 Ibs. capacity; 
wringer equipped with chromium 
plated hand rest; automatic water 
flume; roll pressure adjustment 
equipped with indicator for different 
weight materials; white finish. 

E216 and E420 6 Ib. capacity; 
wringer equipped with automatic wa- 
ter flume; white finish. E420 green 
porcelain tu and finish. Spinner 
models E1680 and E1644, 8 lbs. ca- 
pacity; dome-shaped triple vaned, 
aluminum agitator; dryer may 
operated with cover open or closed; 
rinser cover on dryer permits rins- 
ing without removing clothes from 
washer; extra size motor; safety 
switch on E1680 protects mechanism 
by shutting off motor in case of ex- 
cessive strain or overload. 

Model E50 portable washer has 2 
Ibs. capacity, copper tub, nickel 
plated inside; triple-vaned, aluminum 
agitator; same type motor as used in 
large washers; 18 in high overall; 
weighs 36 lbs.; single toggle switch 
controls. New friction driven pump 
available for all wringer models; and 
2-blade centrifugal, belt driven pump 
with drain valve to silence pump 
noises available on spinner models.— 
Electrical Merchandising, May, 1939. 


HANDYHOT Folding Iron 


St., Chicago, Ill. 


Chicago aS Mfg. Co., 6333 W. 65th 


Device: No} 1203-H De Luxe Handy- 


pack folding iron. 


SectinGc Features: Large folding han- 


dle is rigid when set up for ironing, 
folds flat and forward over front of 
iron when not in use; requires very 
little space when travelling; bevelled 
soleplate; tip back rest; a.c. or d.c. 
110-120 volts; 400 watts; chrome 
plated metal parts; natural walnut 
handle; brown suede carrying bag 
and cord set with miniature plug.— 
Electrical Merchandising, May, 1939. 


TYPHOON MIXER 


National Silver Deposit Ware Co. 4 
W. 18th St., New York City 
Device: Typhoon mixer and liquifier 
SELLING Features: Cuts, crushes 
liquifies fruits and vegetables; mixes 
cocktails, frappes; crystal containe 
has 42 oz. capacity; requires liquid 
sufficient to cover blades for best re- 
sults; stainless steel blades, revolving 
shaft, and square shank in mot 
base; all other metal parts hea, 
chrome plated on brass; univers, 

motor, 
Price: $27.50—Electrical Merchandis. 
ing, May, 1939. 


EASY Ironer 


Easy Washing Machine Corp., 
Syracuse, N. Y. 


Mover: Easy-Matic No. 139  cabine: 
type ironer. 

SELLING FeaTuRES: 3-way speed contro 
with dial calibrated for various types 
of tabrics; 3-way heat control—2 
thermostats, one at each end of shoe 
roll stop for pressing and steaming 
operations; 4 rod clothes rack ad- 
justable both vertically and horizon- 
tally; swinging table top forms cor 
venient work table when ironer is 
not in use; adjustable knee contro! 
frees both hands for other use; shoe 
release; triple layer, Bonderite baked 
Easy-namel finish; shoe consumes 
1500 watts; entire ironer, 1650 watts 

Price: “Over $100 price bracket.”— 
Electrical Merchandising, May, 1939 


GREIST Lamp 
The Greist Mfg. Co., New Haven, Conn. 


Mopet: White Knight fluorescent desk 
lamp. 

Settinc Features: “Split-type” reflec- 
tor directs all light rays forward and 
away from bulb, increasing efficiency 
of fluorescent lighting. — Electrica! 
Merchandising, May, 1939. 
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SILEX Coffee 
The Silex Co., Hartford, Conn. 


Movers: 3 Brides’ specials for May and 


June selling include a Delray electric 
table model with decorative Moldex 
shell and a strainer. 


Price: Until June 30, $4.95; a 10 cup 


size model is also available with red 
trim at slightly higher price —Elec- 
trical Merchandising, May, 1939. 


KATOLIGHT A.C. Plants 
Kato Engineering Co., Mankato, Minn. 


Moper: 35-A. 
SELLING FEATURES: 2250 watt, self-ex- 


cited revolving armature type, 110 
volt 60 cycle single phase a.c.; lami- 
nated 4 poles; 1800 r.p.m.; generator 
mounted on engine flywheel housing; 
armature mounted on engine fly- 
wheel; large double seal ball bearing 
on armature shaft; 12 volt d.c. excita- 
tion; 20 amperes at 12 volts dic. 
available for charging batteries; elec- 
tric starting from 12 volts of battery; 
Stover 44 h.p. 2 cylinder, 4-cycle, 
water cooled engine complete with 
radiator and fan; plant complete and 
ready to operate includes oil bath 
type air cleaner, muffler, hand crank, 
standard outlet box; optional extra 
equipment includes electric starting 
hand switch; remote control; full 
automatic control ; natural gas burn- 
ing; special voltages and cycles avail- 
= —Electrical Merchandising, May, 
1939. 


v 


GRUBER Lamp 
Gruber Bros., 72 Spring St., 
New York City 

Device: No. 940-18 desk or counter 
fluorescent lamp. 

SELLING Features: Designed for 18 in. 
T8 Fluorescent bulb; English bank 
bronze finish; 7 other models in this 
line include desk and counter lamps 
of statuary bronze; projection lights 
of the clamp type with verticle and 


horizontal adjustment for drafting 
tables, etc. 
Prices: No. 940-18, $17.50 less lamp 


bulb; other models range from $14.50 
to $30 less bulb.—Electrical Mer- 
chandising, May, 1939. 
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SELLING FEATURES: 


SELLING FEATURES: 


DEVICE: 


PRICE: 


EMERSON Fan 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Monet: New 10 in. Parker Blade oscil- 


lating fan. 

Single speed; pol- 
ished aluminum blades; streamlined 
motor shell; ornamental guard and 
harmonizing blue name plate; quiet 
operation; low current consumption ; 
finger-tip control to adjust arc of 
oscillation from 90 degs. to any lower 
range or stationary.—Electrical Mer- 
chandising, May, 1 


THERMOSTAT Signal 


Conco-Sampsel Stoker Corp., Mendota, III. 
SELLING FEATURES: 


Located at top of 
signal device lights up 
when stoker requires servicing for 
any reason; system is also adaptable 
to wiring for an audible signal, giving 
further protection. —Electrical Mer- 
chandising, May, 1939. 


WINPOWER Plants 
Wind Power Mfg. Co., Newton, lowa 


thermostat, 


Devices: Direct drive wind-driven power 


plants available in 8 models from 
small 6 volt to large super-De Luxe 
3500 watt model. 

Direct drive gen- 
erator; slow speed; heavy duty gen- 
erator; 3-bladed propeller; no tail 
vane promotes smoother operation 
and more power, propeller is always 
in main wind stream; positive cen- 
trifugal controlled governor; heavy 
duty bearings; positive collector ring 
assembly; self-energizing brake; field 
and line fuse on instrument panel 
means no climbing of tower. A com- 
plete new line of Winpower batteries 
incorporating the “Condenser” cap 
which reduces evaporation and acid 
on top of cells as also been an- 
nounced. — Electrical Merchandising, 
May, 1939. 


v 


NOMA Cord Set 
The Noma Electric Corp. 


Appliance cord set with 8 it. 
cord length; equipped with heavy- 
duty heater cord; high quality twine 
braid; attachment cap is molded to 
and is actual part of cord itself; 
high-heet Bakelite plug; brass and 
alloy steel contact clips; no nuts or 
screws—nothing to come apart; 5-year 
guarantee against “wire grief.” 

98¢.—Electrical Merchandising, 


May, 1939. 


1939 


WALL CLOCK 


“STARTING 


x 2214” litho- 
graphed stand holds 
three electric Proctor 
Clocks —one each in 
rich, modern shades of 
ivory, red and green. 


NEW SALES-MAKING 
CLOCK 


ERE’S a self-starter for more electric clock sales... a new 
richly colored display made to sell the already popular 
“PROCTOR” wall clock by Seth Thomas. 

More than that ... it will serve as your wedge to more 
and bigger clock sales . . . give you a chance to trade up your 
customers who are attracted by the display. Too, one of these 
wall clocks placed in a home paves the way for sales of higher- 
priced Seth Thomas clocks. 

This sales-making stand can be used three ways. With 
pedestals, as the center display in your window, or inside your 
store. Without pedestals, it can be hung on the wall... and 
the pedestals can be used separately to hold individual clocks 
on your counter or display tables. 

Get the stand through your jobber today by ordering the 
three clocks which it accommodates. You will also need extras 
. .. so there will never be an empty space on your stand. 

Phone or wire your jobber now, or address Seth Thomas 
Clocks, Department FF, Thomaston, Conn., a division of 


Genera! Time Instruments Corp. 


FOR EVERY ROOM IN THE HOME 
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CHROMALOX 
equipped ranges 


Small heated area ] 
for small utensils ° 


No wasted heat 
pots or small pans. 


with coffee 


Uniform frying heat— 
no burning in center 


Every housewife enthuses over 
this feature. 


Full, all-over heat 
for fastest cooking 


The Chromalox flat top, con- 
tacts the entire bottom of the 
utensil. 


@ Above is shown graphically the famous 
Chromalox “two-units-in-one” feature, 
that has in itself been responsible for 
great numbers of range sales. This ex- 
clusive feature is common to Chroma- 
lox units. Use it in selling Chromalox- 
equipped ranges. 


@ Stock Chromalox Super-Speed Units for 
replacement—they fit all ranges. Save 
on inventories. For the full Chromalox 
sales story, MAIL THE COUPON. 


Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the “CHROMALOX PLAN" book. 
Name 

Position 

PAGE 66 


SELLING FEATURES: 


QUIET MAY Oil Heating Unit 


May Oil Burner Corp., Baltimore, Md. 


Device: Quiet May “Dual Utility” Oil 
heating unit. 
Combines the new 
“DU oil heating unit and Quiet May’s 
own designed tankless domestic hot 
water heater—“Heat wrapped”; pat- 
ented gerotor pump; patented double 
sapphire jewelled fuel cost regulator ; 
water backed combustion chamber ; 
EconoMAY insert extended heating 
surface principle; compact, efficient 
cast iron construction; modern cabi- 
net; available with variety of do- 
mestic water heater combinations— 
Electrical Merchandising, May, 1939. 


ILG Fans 


Ilq Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago, Ill. 


Mopets: Ilgwind attic fans; Ilg Rol- 
laire; and Ilgette kitchen ventilator. 
SELLING Features: 2 new types of 
Ilgwind fans for cooling and ventilat- 
ing house through attic; regular type 
is mounted on adjustable pedestal, 
requires installation—placed in 
front of open attic or hall window— 
no window connection needed. South- 
ern type consists of Ilgwind fan 
mounted on short stem and housed 
in special Ilg (or locally built) suc- 


tion box for use in attics where con- 
struction is very open and fan must 
draw directly from floor below; box 
is furnished complete with grille; 
automatic fire switch available; both 
fans equipped with new quiet type 
wheel mounted directly on motor 
shaft; air capacities vary from 3080 
to 7600 cim. Ilg Rollaire: portable, 
high volume, quiet running fan re- 
quires no installation; suitable for 
night cooling of apartments and 
homes; by discharging air through 


SELLING FEATURES: 


window ; 2-speed fully enclosed, ca- 
pacitor type motor, no radio inter- 
ference; 1140 and 855 r.p.m.; con- 
sumes 220 watts; height adjustable 
from 41 to 56 in.; chromium plated. 
Automatic built-in Ilgette kitchen 
ventilator for permanent wall installa- 
tion; motor operated outer door per- 
mits complete operation of unit by 


means of wall switch; capacity 450 
cfm; 1550 r.p.m.; 55 watts; cabinet 
12x12 in.; adjustable 84 to 24 in. 
deep; mirror finished aluminum grille ; 
self-cooled, fully enclosed motor and 
door motor; french gray enamel 
finish. — Electrical Merchandising, 
May, 1939. 


COOLAIR Home Cooling Fan 


American Coolair Corp., Jacksonville, 
Florida 


Device: Extra-quiet, multi-bladed, slow 


fan for cooling and ventilating homes, 
stores, offices, etc. 

Built-in springs ab- 
sorb vibration noise and make easier 
installation; may be installed in wall, 
window or partition opening—frame 
fastens directly to outside or inside of 
window casing; shipping crate may be 
used as part of vent box on attic in- 
stallations ; rubber-mounted motors on 
adjustable support; ball bearings in 
fan hub help to eliminate noise and 
permit operation in any position for 
vertical or angle discharge; 8 large 
slowly moving blades designed to pro- 
vide steadier flow of air without pul- 
sating sounds—lower tip speed gives 
quieter performance; streamlined in- 
let reduces power consumption and 
“air noise”; available in 12 sizes for 
homes; 16 commercial sizes with 
various motor sizes; capacities up to 
150,000 cfm; 5-year guarantee on 
residence fans.—Electrical Merchan- 
dising, May, 1939. 


MAY, 


Aiming its force at the 
ceiling, the RECO re- 
moves dormant ceil- 
ing air, forces it down 
the walls, and draws 
it upward again, com- 
pleting the circuit. 
Provides circulation in 
all parts of the room, 
cooling and refreshing 
in summer, ideal for 
evenly distributing 
heat in winter. For 
shops, stores, offices, 
homes, taverns, etc. 
LOW-priced to sell on 
sight... 20’ size... 
Pedestal, or low stand, 
or ceiling models. 
Beautifully finished. 
Send today for Bulle- 


tin. 


ELECTRIC COMPANY 


Makers of Mixers, Peelers, Fractional H.?. 


Motors, efc. 
2627 West Congress St., Chicago, III. 
Eastern Sales Office: 3ist St. 


New York, 


your territory is going to 
make a pile of mon this summer 
selling the sensati new Coolair 


fans. Why shouldn't it 
ou 

Get this big, attractive new Cool- 
air catalog, crammed full of illus- 
trated sales and installation helps. 
Ideas to boost your profits... amaz- 
ing new features such as built-in 

ri for absolut quiet opera- 
tion and a window fan that can be 
installed with only a screwdriver 
and nine screws! 

Jump on the bandwagon with 
Coolair, pioneer manufacturer in 
home-cooling. let competition 
beat you to the draw. Write or wire 
today for this FREE catalog. 


A Few Choice Territories Still Open 
MAIL THIS COUPON TODAY! 


Please send me the new Coolair catalog 
and dealership information. 


American Coolair Corporation 


Jacksonville, Florida 
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G-E Attic Fans 


General Electric Co., Appliance and 
Mdse Dept., Bridgeport, Conn. 


Mopets: 14, 24 and 52 in. Attic Venti- 


lating Fans. 


SELLING Features: 12 and 24 in. pedes- 


tal type fans equipped with 4 h.p. 
G-E motor especially designed for 
fan operation; newly developed alumi- 
num blades shaped and pitched to 
move large volume of air at high 
velocity with quiet operation; hinge 


r = Sa | 


joint for tilting up or down; 14 in. 
fan measures 32 in. from floor to 
shaft of motor; 24 in. fan is adjustable 
from 32 to 48 in.; 14 in. fan delivers 
2000 cfm; 24 in. model has 2 speeds: 
high, 4200 cfm, low 2800 cfm, 110/120 
volts a.c. only. 

52 in. ceiling-type 6-blade, up-draft 


attic ventilating fan draws air from 
house upward into attic through large 
grille and discharges it through open 
windows or louvers; especially de- 
signed for bungalows, cottages and 
homes with attics, it is also suitable 
for installation in offices as a regular 
ceiling fan; requires an opening about 
5-ft. square through the ceiling of 


the upstairs hall into attic and an 
expanded metal grille to cover open- 
ing; delivers more than 11,000 cfm; 
with complete air change in average 
sized home every 2 or 3 min.; 3-speed 
controller furnished as optional equip- 
ment at slight additional cost; fan 
blades are of oak, metal parts finished 
in black enamel for attic use or elec- 
troplated bronze for office use; ball 
bearings and an efficient lubricating 
system provide trouble free service 
and quiet operation. 

Prices: 14 in. single speed pedestal fan, 
$47.50; 24 in. 2-speed pedestal fan 
$70; 52 in. ceiling fan, $99.50.—Elec 
trical Merchandising, May, 1939. 


SIGNAL Kitchen Ventilator 
Signal Electric Mfg. Co., Menominee, Mich. 


Device: Built-in automatic wall box 
kitchen vent fan. 

Features: Telescopic in de- 
sign; made in sizes to fit walls from 
7 to 24 in.; simple installation; inside 
frame, door and telescopic sections 
are drawn steel; cast iron outside 
shutter frame with aluminum weather- 
tight shutters; rubber mounted mo- 
tor; equipped with 10 in. quiet type 
fan that will move 500 cfm; motor 
switch controlled by opening and clos- 
ing door; ivory finish inside section 
and door; other parts brown with 
polished aluminum shutter vanes.— 
Electrical Merchandising, May, 1939. 


LINK-BELT Stokers 


Link-Bel# Co., 307 N. Michigan Ave., 
Chicago, Ill. 


Device: 1939 line of stokers. 


SeL_tinc Features: Larger and heavier 
in appearance with greater hopper ca- 
pacity without sacrificing low filling 
height; outstanding feature is the 
elimination of shear pin—overloads 
are handled by an inbuilt device that 
makes it rarely necessary to open 
cleanout ; automatic load-signal is also 
provided; other features are the in- 
let-type air-meter; variable intermit- 
tent drive has been continued; trans- 
mission provides finger-tip control; 
no clutches or pumps necessary; fin- 
ished in 2 shades of maroon trimmed 
with chrome and black.—Electrical 
Merchandising, May, 1939. 


ZEPHYR TWIN Home Cooler 


Edgar T. Ward Co., Inc., 7777 Lake St., 
River Forest, lil. 


Device: Two Attic fan models—Single 
Speed and 2 Speed. 

Sectinc Features: Designed to fit in 
attic over hallway with a hole cut 
through hall ceiling 23x4 ft.; air is 
drawn directly up from house through 
unit without necessity of plenum 
chamber ; equipped with 2-24 in. alu- 
minum alloy blades; + h.p. motor 
suspended in rubber v-type belt; 
sound absorbing inner lining; 2 
guards available at slight extra cost; 
rounded corners; aquamarine green 
finish with aluminum trim; 110 volts, 
60 cycles. 

Prices: Single speed, $120; 2-speed 
model, $145; guards $6 each; trap 
door with manually controlled louvers, 
$17.50; steel ceiling grill, $12—Elec- 
trical Merchandising, May, 1939. 


ELECTRICAL MERCHANDISING—MAY, 1939 


OPENS ANOTHER 
DOOR RANGE SALES 


Here’s news that will brighten your profit-picture. Stainless Steel 
—the metal that makes the modern kitchen a place of beauty—is 
now available for range tops. 


You know how easy it is to sell kitchen-ware of this brilliant, 
satin-smooth metal. Now you can offer your discriminating cus- 
tomers a complete “‘matched set’’—kitchen-ware and range top 
of long-luster, acid-resisting, easy-to-clean Armco Stainless Steel. 


The same outstanding qualities that make Armco Stainless 
Steel the first choice for cooking-ware make it the most logical 
choice here. You can tell your customers that its bright, smooth 
surface will not tarnish or grow dull—that food acids won’t harm 
it—that it is hard and will not scratch, dent or mar easily, and 
that it is readily cleaned with soap and water. 


With your next range order, specify Armco Stainless Steel tops 
—insist on the familiar Armco label. You can expect the same warm, 
immediate public acceptance that greets other ‘‘Armco” products. 


Write us today for further information. 
The American Rolling Mill Company, 


1011 Curtis Street, Middletown, Ohio. Vang 


| ARMCO STAINLESS STEEL 
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“And our whole line of 
heating appliances 


is equipped 


heating elements 


made of 


NICHROME” 


When your supplier says: 


with 


He’s giving you 
appliances that sell and stay sold! 


cusTomeRs WANT 
RUBBER BLADES! 


* 


SAFE-FLEX SALES 


ZOOM! 


Last year Samson Safe-flex outsold 
all other 10-inch fans together! Proof 
positive that your customers want the 
safety, the silence, the super-breeze- 
power of Safe-flex rubber blades. 

Make Safe-flex your profit pace- 
maker for 1939. Smart new glow- 
chrome nose piece is only one of many 
striking improvements in design and 
construction that puts Safe-flex strides 
ahead of competition. 


SAMSON 


SAMSON UNITED CORP., ROCHESTER, NL Y. 
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ONLY 
DRIVER-HARRIS 


(Harrison, N. J.) 


MAKES NICHROME 


Electromaster desi 


1805 E. ATWATER ST. 


CABLE ano PLUG 


HEADQUARTERS 


gned and introduced 
the flexible cable and plug. 


All types and sizes 


tr 1. Rubber covered 3. Heavy-duty rub- 
conductors— ber casing. 


copper lugs. 
2. Plated strain re- 4. Sturdy bakelite 
lief clamp. cap. 


WRITE FOR NEW LOW PRICES 
pe 


ELECTROMASTER, INC. 


Makers of Electromaster Ranges 


? 


Wat does farm 
electrification 
mean to the elec- 
trical retailer? 


Be sure to read 
pages 8 to 14 in 
this issue of 


ELECTRICAL 
MERCHANDISING 


* DETROIT 


VIKING Window Ventilator 


Viking Air Conditioning Corp., Main and 
Center Sts., N.W., Cleveland, O. 


Device: No. 22 portable window ven- 
tilator for night air cooling. 

SELLING Features: Employs same 
principles as Viking Attic Fan such 
as slow speed, 3-blade, 22 in. quiet 
operating Helixoid fan; rubber 
mounted; 4 h.p. 110 volt G.E. motor, 
tubular legs adjustable from 20 to 32 
in. so bottom of cabinet is level with 
window sill; adjustable spacer plate 
for wide windows and wire guard 
for front of fan is optional equip- 
ment; 3800 c.f.m. capacity, sufficient 
to take care of average 4 room apart- 
ment; cabinet is 263x264x13 in. 

Price: Fan and cabinet on adjustable 
legs $47.50.—Electrical Merchandis- 
ing, May, 1939. 


RITE-WAY Fan Unit 


The Rite-Way Co., 3525 E. Washington 
St., Indianapolis, Ind. 
Device: Rite-Way “Controlled Air” fan. 
SeL_tinGc Features: Three sizes with 8, 
10 and 12 in. blades; shell diam. is 
one inch larger than blade; special 
shell or sleeve throws air from top 
to blade outward, and from bottom 
of blade upward; shell causes 2 dis- 
tinct currents of air, one high pres- 
sure and one low pressure, making it 
possible to direct and control the 
circulation of air so that it does not 
spread below the unit but creates a 
continuous circulation of air around 
top of room drawing to the ceiling 
the dead stale air in the lower part 
of the room and replacing it with 
moving or fresh air if a window is 
open slightly at top; equipped with 
Ward Leonard rheostat permitting it 
to run at full or 20 variations of 
speed; motor on 10 in. model has a 
full load speed of 1460 rpm; 57 watts; 
110 volts, a.c.; 1100 cim from top of 
blade, 1000 cim from hub and none 


at bottom.—Electrical Merchandising, 
May, 1939. 
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40 Years of Growth 


IN 
SERVICE 


As our quarters have grown 
steadily in size over the past 43 
years, so has our ability to serve 
you. 


1896-1904. Above 
is our first building, 
in Harrison, N. J. 
We were then 
known as the 
“Lamp Testing 
Bureau”. 


1901-1904. Our 
task had grown to 
such an extent that 
the two top floors 
of No. i4 Jay Street, 
New York, were 
added. 


1904. We united 
our facilities in the 
old red brick build- 
ing at 80th Street 
and East End Ave- 
nue, with almost 
three times the 
floor space given 


by the “combined” 
quarters. 


1922-1935. 
in testing forced a series of expan- 
sions which added 60% more floor 
space. 


Increasing business 


1938-1939. A new home, with 
more space, better arrangement and 
greater facilities, permits us to offer 
you better and more prompt service, 


- P 
on testing and research that is im- 9§ xq 
partial, thorough and confidential. 

Na: 
ELECTRICAL 
Ad 


‘TESTING 
LABORATORIES 


East End ‘Avenue and 73th Street 
New York, N. Y. 
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ato Pat 


OM COOLER 
PROVIDES 
COLD WATER-TOO 


... THE SALES 
SENSATION OF 
THE YEAR wrx: rox 


BUSINESS OFFICES, STORES, PROFES- 
SIONAL OFFICES, SHOPS. HOTELS, RES- 
TAURANTS, HOSPITALS AND HOMES . 
This brilliant addition to the famous Master 
Kraft line does more than make a room 
merely cool .. . it also makes it pleasantly 
comfortable by extracting the excess mois- 
ture . . . and it does this under the most 
unfavorable conditions of heat and humid- 
iy when you need it most and when or- 
dinary coolers fail. The reason for this 
lies in the generously oversized condenser, 
compressor and blower units. 


Operating quietly, the Master Kraft cools, 
dehumidifies and circulates a great vol- 
ume of air at low velocity without any 
elect of “forced draft” and at the 
same time supplies cold drinking water 
at practically no additional operating cost. 


You can’t match the Master Kraft perform- 
ance with any other room cooler—and 
you can’t beat it for looks. Sturdily built 
of the finest materials, with lovely burl 
walnut finish it is beautiful as well as de- 
pendable and efficient. 


The Master Kraft name on this cooler is a 
guarantee of its sound design and honest 
manufacture. It identifies it as equipment 


and stay sold. 


Send for full details of this exceptional 
sales opportunity . . . offering real summer 
comfort to business places, shops and 
homes. Here's a convenient coupon. 


* WRITE TODAY 


Harvey-Whipple Incorporated, 
3385 Emery St., Springfield, Mass. 


Please send full details on the Master 
Kraft Room Cooler. 


HARVEY-WHIPPLE, INC. 
Springfield - Massachusetts 


which will sell at a generous profit... 
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FORKER Attic Fan 


The Forker Corp., 4614 Prospect Ave., 
Cleveland, O. 

Device: Portable Hi-Point home cool- 
ing unit. 

Settinc Features: Easy to hang in 
attic window to provide cooling 
through attic ventilation and night 
air cooling; can be used in bedroom, 
hall window, kitchen or basement; 
specially designed quiet fan; direct 


motor connection (1/6 h.p.) to fan | 
var- | 


eliminates belts and _ pulleys; 
nished natural grain 5-ply fir panel 
board; aluminum guard. 

A-16-T apartment cooler equipped 
with 4-blade fan; capacity 2500 cfm. 
A-201-T home cooler for moderate 
sized home equipped with 3-blade 
fan; 3500 cfm capacity. A-241-T 
House Cooler for larger homes has 
3-blade fan; capacity 4500 cim.—Elec- 
trical Merchandising, May, 1939. 


KAUFFMAN Store Cooler 


Kauffman Air Conditioning Corp., 4336 
W. Pine Blivd., St. Louis, Mo. 
Device: Portable, self-contained 
conditioner. 
SELLING Features: Available in 5 sizes: 
3, 5, 74, 10, 15 h.p.; cools, dehumidi- 


fies, 


air 


ventilates, filters; housed in 
soundproof steel cabinet, modern de- 
sign, walnut finish; automatic tem- 


perature control; available for a.c. 
and d.c.; directional flow grills dis- 
tribute cool 
trical Merchandising, 


v 


May, 1939. 


HALL Kumfort Cooler 
Hall Mtg. Co., Cedar Rapids, lowa 


Device: Portable, self-contained room 
cooler for homes, offices, apartments. 


Settinc Features: Placed near open 
window it draws in fresh air through 
evaporative cooling filter and fan 
circulates cooled air evenly through 
room; 1200 c.f.m. capacity; portable 
water tank holds 10 gal. slides in and 
out of base; plugs into any outlet; 
golden brown furniture steel cabinet. 
Electrical Merchandising, May, 1939. 
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TIMES HAVE CHANGED no neep 


NOW TO SELL AGAIMST COMPETITION 


THE NEW 


Voss TABLE WASHER 
IS THE ANSWER 


Now, VOSS makes washing a pleasant task—out of 
the dark dingy basement, into the bright cheery kitchen. 


@ New Type Washer—Makes Profitable Sales Easy. 


@7 Day Utility—Combines six-sheet washer and 
standard size, porcelain-top kitchen table. 


@ The VOSS Line is Complete—Ahead of the Field. 
Write Today for Details 


MODEL SEN MODEL RSN MODEL WS MODEL LM r 


VOSS BROS. MFG. CO. DAVENPORT, IOWA 


Porcelain table top 
slides on or off easily. 


Wringer folds into rinse 
tub when not in use. 


Another Reason You’ll Make More Money 
With the Complete CURTIS Line 


ZI 
STORE and 


OFFICE COOLER, 


@ Long known as one of the most profit- 
able lines in the industry, the addition of 
the Curtis Refrigerated Store and Office 
Cooler now makes it even more attractive 
to you. It opens up a great new market — 
makes possible more sales and profits. 

All classes of retail establishments — 
stores, offices, banks, etc., are demanding 
air conditioning now. You can fulfill this 
demand with Curtis’ complete, factory 
designed, packaged air conditioning unit. 
It mechanically cools, dehumidifies, cir- 
culates and 
filters the air 
— adaptable 
for heating — easily and quickly installed — 3 
and 5 ton sizes. 

The Curtis line of condensing units includes sizes 
from 1/6 to 30 H.P., air and water cooled. There’s 
a Curtis model for every refrigeration and air 
conditioning requirement — also unit coolers, 
coils, evaporative condensers, etc., precision 
engineered to deliver economical, efficient, care- 
free performance. 

If you're interested in profits, in increasing your 
sales, write to Curtis for complete information today. 


Curtis Refrigerating Machine Company 
Division of Curtis Manufacturing Co. 
1975 Kienlen Avenue, St. Louis, Mo. 


“Build Condensing 
CURT 


am 
cCOmmenciar 


48 Air-Cooled Units — 
Unite—1/6 
to 
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Parts, Services 


UNDISPLAYED RATE: 


$1.90 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 


as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 


WHERE TO BUY 


& Accessories 


DISPLAYED RATE: 


$11.00 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 
column. There are 4 columns—48 
inches to a page.) 


UNDISPLAYED RATE: 


15 Cents a Worp, MintMuM Onarce $3.00. 

Positions Wanted (full or part time salaried 
employment only) % the above rates pay- 
able in advance. 

Boz Numbers—Care of publication New York, 

icago or San Francisco offices count as 

10 words. 

Discount of 10% if full payment is made in 
advance for 4 consecutive insertions. 


SEARCHLIGHT SECTION 


(Classified Advertising) 


OPPORTUNITIES” 


—RATES— 


: MERCHANDISE 
: BUSINESS 


DISPLAYED RATE: 


Individual Spaces with border rules for 
prominent display of advertisements. 

The advertising rate is $8.00 per inch for all 
advertising appearing on other than a con- 
tract basis. Contract rates quoted on re- 
quest. 

An advertising inch is measured %” ver- 
tically on a column—4 columns—48 inches 
to a page. 


Handle your refrigerators, ranges, patented 
radios, itchen cabinets with 
ORANGEVILLE fully rubber up- out. 


holstered trucks. The only truck with 


ORANGEVILLE MFG. 


Manufacturers complete 


quick change ratchet nose. 
Completely rubber upholstered through 
Made in convenient sizes. Write 
for details and prices. 


(Columbia Co.) PENNA. 


line of Floor Trucke 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


ORANGEVILLE 


(ORANGE VILLE}) 


SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


OPPORTUNITIES WANTED 


WE WANT ACCEPTED LINES that can be 

sold to dealers and distributors for closer 
coverage in Oregon, Washington, Idaho ani 
Montana. RA-540, Electrical Merchandising, 
883 Mission St., San Francisco, Calif. 


WANTED 


OPPORTUNITIES OFFERED 


DISTRICT MANAGER Nationally known 

manufacturer of oil-fired Water Heaters, 
Furnaces and Circulating Heaters has at- 
tractive sales openings in the following terri- 
tories, New England, Philadelphia, Middle 
West, Washington and Oregon. SW-539, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York, N. 


CKS FOR 


HANDLING 


of 


all makes 
REFRIGERATORS 
Ne. 102 BALANCE TRUCK 


“te Lifts ond 
Carres the Lead” 


CASTER X-75 of 
at oy 


Range: with Ease G Sebety 

Ne. NO-LIFT 
Showroom Duly, $1008 
fer Rebrigeraters G Ranges 
Ne. 5 PADDED COVERS 
for Refrigerators and Ranges 


Prete isom for the Anish of cabinets 


feature fer special sizes 


for special literature data and 
us your individual needs. 


Write today 
prices. Tel 


Write TODAY for brand new 68 -page 
illustrated catalog of vacuum cleaner 
ports. All makes 


Sweeper Co. 


9591.9593 GRAND RIVER AVE 


DETROIT, MICHIGAN, U.S.A 
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PADS, COVERS AND BAGS 


All Types 
Electric mangle pads and covers. Washing 
machine covers, electric heating pads, vac- 
uum cleaner bags—all types. Ohio Textile 
Specialty Co., W. 54 Street, Cleveland, Ohio. 


NEW ADVERTISEMENTS 


Copy must be received by the 3ist of the 
month to appear in the issue out the follow- 
ing month. 


1929 CELEBRATE « 1939 


WITH US 


OUR 10th ANNIVERSARY 


SALESMEN: Light bulb experience to sell a 

complete line of lamp holders for use with 
the new Silver reflector lamps. All terri- 
tories, commission basis. SW-541, Electrical 
ee 520 N. Michigan Ave., Chi- 
cago, Il. 


SALESMAN for Wringer Rolls and Vacuum 

Cleaner Belts from factory to dealer ex- 
clusive territory. Castle Rubber Co., Vander- 
grift Bidg., Pittsburgh, Pa. 


OPPORTUNITIES WANTED 


Write for Our 8-Page Bulletin of 50 
— Values on vacuum cleaner, wash- 


hi iron repl t parts and 
A electrical appliances. 


Quality Best Money Can Buy. A useful 
6-inch ruler FREE with each bulletin. 


1929 10 years of successful merchandising 1939 


Midwest Appliance Parts Co. 


Manutacturers-Factory Representatives 
and Distributors 


2722 W. Division St. Chicago, Ill. 


“What Can It 
Do For Me?” 


Advertising that is read with this 
thought in mind, may provide the 
solution to a problem that has kept 
you awake nights for weeks. 
Remember, back of the signature of 
every Electrical Merchandising ad- 
vertiser is another organization, 
whose members have thought long 
and hard about your business in 
the course of introducing and ap- 
plying their products or services to 
your industry. 
If their offerings can improve the 
quality of your company’s product 
+++ OF save your company’s money 
.. they can contribute to your com- 
pany’s income. 
We all know, “It pays to advertise.” 
It pays just as big to investigate 
what is advertised! 
Each month, Electrical Merchan- 
dising advertisers, old and new, 
invite you and 30,000 other readers 
to investigate further the advan- 
tages they can provide. 


ELECTRICAL 
MERCHANDISING 


EXPORT MANAGER desires a line of elec- 

trical appliances including domestic elec- 
tric items such as mixers, etc. Wishes to act 
as Export Department for the manufacturer 
on a strictly commission basis. RA-538, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York, N. ¥ 


USED VACUUM CLEANERS. Send list to 
Talley’s, 510 8S. Tryon, Charlotte, N. c. 


ANYTHING within reason wanted in the 
fleld Electrical Merchandising serves can be 
located by bringing it to the attention of 
thousands of men whose interest is assured 
because this is the business paper they read. 


. searched 
for ANY invention or Trade Mark 


MANUFACTURERS ATTENTION! 


DESIRABLE SPACE FOR RENT 


60 Broadway, Brooklyn, overlooking lower Man- 
hattan—Lowest insurance and very 
low rents! 10 story fi f building. floors of 
20,000 square feet with light on all four sides 
Especially suitable for electrical manufacturing. 
Live steam. 4 elevators. Sprinklers. Excellent 
shipping facilities. Labor plentiful. Write or Cal! 


LOUIS GRETSCH, 32 Court St., Brooklyn, N. Y. 
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—'| Dealers 

N Looking For 

|| Makes Friends 
As Well As 

—_||} Profits Should 


Inquire About 


BAR-BROOK 


COMFORT 
COOLING 
EQUIPMENT 


end list to 
N. 


ted in the 
ves can be 
ttention of 
is assured 
they read. 


TION! 
t RENT 
ower Man- 
. and very 
floors of 
four sides 
wufacturing. 
Excellent 
rite or Call 
klyn, 
Each year finds an ever increasing de- 
mand for attic type ventilators, and Bar- 
_ §3 Brook Dealers everywhere are getting the 
Cover lion's share for two good reasons: 
3 FIRST: The Bar-Brook Line is the most 
2, complete, including several types and 
55 styles of attic fans, air circulators, window 
70 fans and complete package units: all 
SECOND: The helpful co-operation offered 
70 Sar-Brook Dealers in the form of sales pro- 
». 35 motion material, including point-of-pur- 
70 chase advertising, newspaper advertising, 
46 folders, broadsides, direct-mail pieces, dis- 
70 play sheets and signs; installation sug- 
66 gestions; sales meeting helps. 
34 With such a well rounded sales program 
68 you can easily see why Bar-Brook dealer- 
70 ships are profitable. Several territories 
70 are still open, write about yours—NOW! 
en. 
65 
nc. 71 
ral 
49 
54 
\p- 
52 
69 
‘a SHREVEPORT ENGINEERING 
70 
CO., INC. 
33 1241 Dalzell St. Shreveport, La. 
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Sell the Appliance 


CONTINUED FROM PAGE 20 


Short term notes mean that the 
customer is free sooner to buy a 
second, or third appliance—and the 
follow-up at the end of contract pay- 
ments which leads to these sales is 
part of the regular technique of the 
store. 

Salesmen are paid on a salary basis, 
with smaller commissions, rather 
than straight commission, a policy 
which Mr. Forst believes leads to 
self-respect and better effort. The 
man with the salary feels an obliga- 
tion to be always on the job which 
is lacking when a salesman feels that 
he is paid not for his time but only 
for results. As a matter of fact Mr. 
Forst believes that the Canadian mini- 
mum wage law which has required 
that a minimum salary be paid all 


| employees has done much to improve 


the situation for electrical dealers, by 
eliminating the unscrupulous firm 
which added salesmen on commission 
| without caring whether or not they 
| would be able to earn a living from 
_ their work. 


Salesmen’s meetings are held about | 
once a month, or whenever there is | 
| something special to communicate. In | 


close contact at all times with the 
policies of the store. No high pressure 


selling and no high pressure follow-up | 


is allowed. 

Full advantage is taken of the power 
company’s cooperative set-up. This in- 
cludes payment of $5 advertising al- 
lowance on the sale of every electric 
range or $2 on a refrigerator, and 
free wiring up to $50 when the elec- 
tric range replaces a competitive fuel 
other than gas. Bonuses of $5 are 
paid for range prospects later sold by 
the power company or of 10 per cent 
where the dealer actually secures an 
“application for order card” signed 
by the customer. Trade-in allowances 
are paid by the power company on 
old ranges taken in at their appraisal 
value and, what is particularly appre- 
ciated by the dealer, they remove this 
old equipment from the market. A 
similar policy of bonuses paid for 
prospects and for sales is maintained 
on water heaters and refrigerators, 
and a_ special schedule has been 
adopted on other appliances also, so 
that practically every sale brings a 
reward, equivalent to a_ salesman’s 
commission, in most cases 10 per cent 
of the cash value. The services of 
the power company’s home service de- 
partment are available to dealers, and 
girls follow up sales of ranges and 
refrigerators for them on_ request. 
Particular care is observed to protect 
the dealer’s rights to his customer 
and all prospects which are developed 
by the girls in their calls are referred 
back to the firm in whose interest 
they went out. 

Asked about credit problems, Mr. 
Forst referred again to his salesmen’s 
policy of selling the terms after the 
original sale of the appliance is made. 
For with most transactions on a short- 
term basis and with the customer in 


_ each case thoroughly conversant with 


his obligations and the advantages of 
meeting them promptly, credit prob- 
lems are almost non-existent. 


1939 
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For the Low Priced Field 


. . telescopic in design 
7” to 24” thickness 


shutters . . . motor is rubber mounted 
by opening and closing door. 


A high quality kitchen vent fan-for permanent installation 
.. . made in sizes to fit walls from 
... easy to install... 
fan that moves 500 cubit feet of air per minute .. 
shutter frame is cast iron with aluminum weather-tight 


Write for 1939 fan catalog, 
merchandising program, and prices. 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


the 


AUTOMATIC WALL BOX.... 


KITGHEN 


VENT 
FAN 


$9 


10” quiet type 
. outside 


- motor operates 


Offices in all 
principal cities 
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Famous FIRST 


Early history of appliance development, sales methods, men 
and companies is continually interesting to electrical men. 
At least we think there is a wide interest because of the 
frequent requests ELECTRICAL MERCHANDISING gets 


for dates and data on earlier days. 


A most interesting ex- 


ample of early history comes from the Lovell Manufacturing 
Company reprinted by them from the March 31, 1939, issue 
of the General Electric News, Erie Works, Erie, Pa., and 
we in turn are reprinting from the Lovell reprint. 


ED. NOTE 


WHAT D’YE KNOW? 


By Tom Sterrett 


I know that it’s a fine thing to have 
a lot of civic pride, but in having it, 
ought to be fortified with facts 
and figures concerning the city wherein 
one resides, as well as some of its local 
history and background. Very few 
people know anything at all about 
Erie’s history because Erie’s history is 
not taught in Erie's The 
other day a man from Detroit was in 
to see me, and in a burst of civic 
pride he said that Detroit had changed 
the habits of an entire people through 
the auto industry. But I remained 
calm and dignified, and when the gen- 
tleman from Detroit had finished, I 
snatched away the credit and claimed 
it for good old Erie, Pa. 


one 


schools. 


I know that two Erie men, Melvin 
N. Lovell and F. F. Adams changed 
the habits of the entire nation long 
before Detroit took over the job. Be- 
cause Lovell wringers and Adams 
washing machines and refrigerators 
the first household articles to be 
sold in American homes on the in- 
stallment plan. As early as 1883 
Lovell had stores in New York, Phila- 
delphia, Boston, Buffalo, 
Rochester, Albany, Newark, 
Providence, Haven, 
Worcester, Scranton, Lowell, Spring- 
field and Easton where you could buy 
one of his $7 wringers on a 25 cents a 


were 


Chicago, 
3rooklyn, 
Syracuse, New 


week plan. By the late 80’s and the 
early 90’s there were Lovell stores all 
over the Eastern part of the United 
States. 

I know that the Lovell stores also 


sold on the installment plan, lace cur- 
tains, washing machines, 
ladders, rugs, dishes, etc. 
Dreiser, the novelist, tells in his auto- 
biography, that the first job he ever 
had was as a collector for the Lovell 
store in Chicago. He was making 
both as a salesman and a col- 
lector, when he got in a crap game, or 


extension 
Theodore 


good, 


something, and was short in his ac- 
counts. His brother, Paul, who called 
himself Dresser, instead of Dreiser, 


and who was the author of the famous 
song: “On The Banks Of The 
Wabash,” came to Theodore’s rescue 
and kept him from going to jail. 


I know 
F. F. 


that as early as 1871 the 
Adams plant at 15th and Cherry 
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Sts. manufactured 60,000 washing ma- 
chines a year that were marketed 
through the Adams stores in all Amer- 
ican cities. These washing machines 
sold at $12 on a 25 cents a week plan. 
But the Adams outfit sold wringers 
too, step ladders, ice refrigerators, cur- 
tains, rugs, wooden ware, etc. All on 
the installment plan. Both Lovell and 
Adams had more stores in the United 
States than the Great Atlantic and 
Pacific Tea Co. had in their day, or 
the Jewell Tea Co. But while Lovell 
and Adams had stores in all cities in 
America neither had a store in Erie. 
They were ashamed of the business 
they were in, or at least Charley 
Adams was. 


[ know that eventually the Lovell 
Co. went out of the installment busi- 
ness and discontinued its outlet stores 
in the cities and towns of the country, 
leaving a clear field for the other Erie 
installment concern, the C. F. Adams 
Co. Whether this was by agreement 
or not I could not say. Because 
Lovell and Adams were in no sense 
competitors. You wouldn’t find an 
Adams store in a town where there 
was a Lovell store. They didn’t 
muscle in on each other’s territory. 
There were only two wringer con- 
cerns in the country, Lovell and the 
American Wringer Co. Lovell pushed 
the Lovell wringer in its own stores, 
and the Adams stores pushed the 
American Wringer Co.’s_ wringers 
from coast to coast. As a matter of 
fact the American Wringer Co. oper- 
ated the F. F. Adams plant here dur- 
ing the 90's. 

I know that in launching the in- 
stallment business and changing the 
habits of an entire nation, Messrs. 
Lovell and Adams asked the man who 
was making $1 a day to mortgage his 
future for a $7 wringer or a $12 wash- 
ing machine, or an $8 refrigerator. 
The business was not considered quite 
respectable in the 80’s and 90’s, and 
if what I’m setting down here is news 
to you that you’re hearing for the 
first time, that’s the reason for it. But 
there’s no getting away from facts. 
Two Erie men, Lovell and Adams in- 
vented and originated the easy or de- 
ferred payment plan, from coast to 
coast in their own chain of stores. 
They were the granddaddies of the in- 
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stallment plan, and came pretty nearly 
being the granddaddies of the chain 
store system too. Certainly they oper- 
ated more stores, from coast to coast, 
than the A & P or the Jewell Tea 
Co. did at that time. 

I know that when Four Mile Creek 
was a summer resort we used to pass 
the country home of F. F. Adams on 
the south side of East Lake Road not 
far from the G-E’s present location. 
But little did that old boy think that, 
some day, within almost a stone’s 
throw from his house, would thousands 
of men be making refrigerators run 
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by electricity, the cost of one of which 
would have been more than a couple 
of dozen of the refrigerators he mad 
at his Cherry Street plant, and whic! 
were sold for $8 from Portland, Me. 
to Los Angeles, on the installment 
plan, in a chain of stores managed by 
his son, the late C. F. Adams. Mr 
Adams was a pioneer, a trail blazer, 
adding his bit to make possible the 
manufacture and marketing of the 
high-class product you boys at tlie 
G. E. now put out by the thousands. 
where he made his ice boxes by the 
hundreds. 
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